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rotits With Tastier 
H-R KOLA 


it's the difference in H-R KOLA that 
makes the difference between get- 
ting the cold shoulder or a warm 
welcome from the dealers you call on. 


H-R KOLA is laboratory and consumer tested for consistent, unsurpassed flavor. 
That means consistent, repeat business for retailers . . . and for you. 


H-R KOLA is a product of 35 years experience in the manufacture of superior 
syrup products. Your confidence has been earned by the standards we've 
maintained. 


H-R KOLA’S quality ingredients make a zippy, zestful kola drink that's 
playing “demand performances” wherever it’s introduced. 


Here's your chance to catch more kola profits with that sure-fire business 
builder, H-R KOLA concentrate. Write today for details. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the bottler since 1915" . Baltimore 2, 


Maryland 
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STARTLING! 


CHALLENGING! 





THE TOUGH 
NEW SQUIRT THEME 
acts 205,000,000 READERS 


with 
BIG, HARD-SELLING ADS 


during the 


PEAK SEASON 
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Backed 
With Big 
Local Market 
ADVERTISING 
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SELLS THE DIFFERENCE! 










In market sat- 
uration Squirt 
uses powerful 
radio spots to 
supplement 
the hard-sell- 
ing newspaper 
advertising. 


THE QUALITY OF LEADERSHIP 


IN LAUNCHING THE CHALLENGING NEW THEME 


“Switch to Squirt...Never an After-Thirst” in a big, bold 


IN 3 


BASIC MEDIA 


The new graphic, challenging, 
competitive Squirt campaign does 
a great sales job visually through 
the pages of the local newspapers. 


SQUIRT STAYS AT IT... 
KEEPS HAMMERING 
OME THE MESSAGE... 


EVER AN AFTER-THIRST 


AT LOCAL MARKET LEVEL 
FROM COAST-TO-COAST! 


In cities of 
TV impor- 
tance Squirt 
runs TV film 
spots to in- 
crease the vis- 
ual impact of 
the new theme. 


national and local market campaign, The Squirt Company 


again shows the quality of leadership which in twelve short 


years has placed it in the top ranks of the soft drink industry. 


A SQUIRT BOTTLING FRANCHISE 


means aggressive advertising, merchandis- 


ing, and sales promotion; it means bottling 


a product that sells as a soft drink and a 


mixer; it means continued security... the 
elements you need to build permanent sales 
volume and substantial year ‘round profits. 


THE SQUIRT COMPANY 


202 South Hamilton Drive 
Beverly Hills, California 


WRITE 
ABOUT A 


QGUIR. 


BOTTLING 
FRANCHISE 
TODAY 


©1951, THE SQUIRT COMPANY 








Soft Drink Pricing Order Still “In Process” 

The Office of Price Stabilization is still considering 
A.B.C.B.’s_ petition for industry wide price relief, 
which the National Association submitted in late 
January —over three months ago. However, action is 
expected during May. 

The petition requested an adjusted ceiling of $1.00 
per case (6-12 oz.) to which bottlers frozen below that 
level might move, and also permission to adjust bottle 
sizes. 

It further recommended that the varied nature of 
the serious cost and price situations in a nationwide 
industry of this type justifies provisions and standards 
for adjustment of such hardship cases not specifically 
included in the general relief provision. 

The extent to which OPS may ultimately provide the 
industry relief urged by the Petition has not been 
officially disclosed, nor has the A.B.C.B. committee 
been called upon by OPS to confer with them further 
regarding the pending action. It is generally antici- 
pated, however, that relief will be granted by permit- 
ting price increases to at least 96c. for those frozen 
below that figure, with some provision being made 
along lines requested by the association’s petition for 
special adjustments in hardship cases where a general 
ceiling level of that nature is inadequate, such as 
where higher-than-average costs are involved. 

Delays in OPS action on the industry Petition have 
been attributed to various causes. At one stage there 
were indications that the Office of Price Stabilization 
was considering at length the feasibility of complete 
decontrol of soft drink prices, permitting them to find 
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their own competitive levels without restriction, but 
presumably for policy reasons that was rejected and 
consideration again directed to an appropriate ceiling 
regulation. Currently, the reported likelihood that 
OPS may undertake the formation of an industry 
advisory committee before relief action is taken ap- 
pears to involve the possibility of still further delay. 


House Group Considering 
Excise Tax on Soft Drinks 


Special excise taxes on soft drinks and other food 
and refreshment items are still being considered by the 
House Ways and Means Committee. 

At his re-appearance before the Committee last 
month, in connection with proposals for increased 
taxes, Secretary of the Treasury, John W. Snyder, 
did not specifically recommend extension of the 
schedule of Federal excise taxes. However, question- 
ing by some Committee members concerning revenue 
likely to be produced by new taxes, indicated that some 
Ways and Means Committee members were disposed 
to consider the imposition of such levies as the source 
of added revenue. 

Current Washington reports since the closing of the 
hearings are to the effect that, during its current con- 
sideration of the excise tax provisions of the new 
Revenue Bill now in preparation, the House Ways and 
Means Committee has given further consideration to 
the feasibility of enacting special excises on soft 
drinks and candy, such as were proposed at the public 
hearings by the U. S. Brewers Foundation, with a 
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recommendation for such taxes (and others) being 
understood to have come from the staff of the Joint 
Committee on Internal Revenue Taxation. 

A spokesman for the Foundation addressing the 
Ways and Means Committee on March 12th, declared: 
“Our position is that soft drinks, chewing gum and 
candy are luxuries, beer is not. . . . Congress imposed 
taxes on such commodition during World War I, and 
should re-impose those taxes during this critical 
period a 


Orange Test Case Reversed in 
Favor of Bireley’s 


The 1949 decision of a U. S. District Court holding 
that 88 cases of Bireley’s orange beverage were adul- 
terated because the product appeared “better than it 
actually is’, has recently been reversed by the Third 
Circuit Court of Appeals, Philadelphia. 

The Circuit Court added “Popular judgments as to 
the degree of dilution, more or less than actuality, are 
in our view too vague and speculative for meaningful 
guidance of fair and practical administration of a 
prohibition against the introduction of otherwise unob- 


jectionable food in commerce.” 


Crown Supply Restricted to 72-Day 
Working Inventory 


The National Production Authority recently issued 
orders restricting working inventory of crowns to a 75- 
day supply. The regulations have been interpreted to 
mean that bottlers who have more than a 75-day sup- 
ply on hand cannot order additional crowns until their 
supply reaches the level 

The order was apparently issued in a move to check 
crown hoarding 


State Tax Threats Continue 


The possibility of a few States imposing a special 
discriminatory tax on soft drinks this year still con- 
tinues. (West Virginia has already okayed a cent a 
bottle beverage tax which becomes effective June 1. 

In Arkansas a bill for a soft drink levy is still pend- 
ing. In Pennsylvania, a measure proposing a two-year 
extension of the State’s 20% soft drink tax has recently 
been introduced 

More favorable tax news stemmed from Massachu- 
sets, where a bill intended to levy a special beverage 
tax has been reported, “leave to withdraw,” which 
report has been approved by both the House and the 


Senate. 


New A.B.C.B. Booklet Outlines Soft Drink 
Industry’s Status 


A.B.C.B. is mailing to government people a new illus- 
trated booklet, “Status of the Bottled Soft Drink 


Industry in the National Economy”. The 24-page 
booklet tells an illustrated story of the business char- 
acteristics of the industry, and emphasizes particularly 
the fact that bottled soft drinks are properly classified 
among other food products and grocery items with 
which they are so closely identified in the public mind 
and in government regulations. 

Among the first Defense Agency officials to receive 
the new booklet were those in the Office of Price 
Stabilization, where the industry’s petition for price 
relief is being considered. Another group high on the 
list included NPA Regional Directors and District Man- 
agers who administer defense orders which may have a 
bearing upon purchasing of equipment and supplies, 
upon construction activities of the soft drink industry. 

Besides documenting bottled soft drinks as food 
products, the booklet pictures carbonated beverages in 
use in hospitals, factories, and in military camps. The 
importance of the industry’s water purification facili- 
ties as a source of pure beverages in the event of atom 
or germ attack is also discussed. 


Bottlers May Use Atomic-Pile By-Products 

Bottlers of beverages throughout the Pacific Coast 
area are showing interest in the invitation of Stanford 
Research Institute, Stanford University, Calif. to in- 
vestigate the possibilities of making use of fission 
products, or by-products of atomic piles. A prospectus 
has been prepared to indicate the properties, costs and 
possible action of the materials, now held as waste. 

Experts of the Institute suggest that because of the 
odd properties of the hot atoms they might easily find 
a place in the food processing industry, particularly 
to sterilize foods or beverages at low temperatures, 
preserving their fresh flavor. 

If industrial markets are found, it is expected the 
Atomic Energy Commission will deliver the “hot 
atoms” in the form of a crude concentrate. 


Citrus Products Company Gets 
New Owner-President 

Citrus Products Co., Chicago, parent company of 
“Kist’, “Chocolate Soldier’, “Century” and other 
well-known beverage base products, was sold last 
month by Mrs. Emilie E. King to Henry S. Embree, 
a newcomer to the beverage field. This is only the 
second time in its 32-year history that the company has 
changed hands. 

A resident of Winnetka, Ill., Mr. Embree has been 
associated with. the lumber business in Chicago. At 
present, he is Vice-President and Director of the 
Rittenhouse & Embree Company of Chicago, a position 
he has held for 20 years. He is also a director in two 
other lumber companies, as well as a Director of Mid- 
way Airlines, all in Chicago. 

Mr. Embree assumed the Presidency of the Citrus 
Products Co. on April 17th. He will make his head- 
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National Certified Colors are produced from 


basic raw materials with precise chemical control 





at every step in the manufacturing process. 
For uniform pure-dye strength, solubility 


and brightness of shade, always specify 


National 


FOOD COLORS 


CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N.Y. 


© BOSTON PHILADELPHIA CHICAGO CHARLOTTE SAN FRANCISCO PORTLAND, ORE. TORONTO 





See the new 


INTERNATIONAL 


Every model heavy-duty engineered for the long haul 


Trucks that operate inefficiently or spend too 
much time in the shop can send your delivery 
costs sky-high. 

If you’re charging off too many bottles to 
distribution expense, it’s time to check into the 
new International Trucks. Here’s why: 


1. New Internationals cut operating and main- 
tenance costs. Every new International Truck 
is heavy-duty engineered for extra stamina in 
every part. This means lower operating and 
maintenance costs, longer truck life. Proof of 
this can be found in the heavy-duty field where 
men who keep careful costs records have kept 
Internationals first in heavy-duty truck sales 
for 19 straight years. 


2. New International Trucks speed up sched- 
ules. These tough trucks have plenty of power 
for any road or load condition—but they’re 
mighty easy to handle. Super-steering and 
Super-maneuverability take the torture out of 
traffic. You enjoy more positive control—turn 
in the shortest practical circles. 





3. New International Trucks give drivers a 
hand. These trucks make a driver’s job easier 
—let him get more done with less work. The 
new Comfo-Vision Cab gives the driver plenty 
of roominess and seat comfort. He has full- 
front visibility through the one-piece, curved 
Sweepsight windshield. He enjoys “weather- 
tailored” ventilation the year ’round. 


4. New International Trucks are right for the 
job. You get the engine, the transmission, the 
axle, everything specialized to do better work 
on your particular job. Internationals offer the 
world’s most complete line of trucks ... and 
that means you get a truck that fits your job 
the way it should to cut costs. 


Find out for yourself how new Internationals 
can cut your delivery costs. See your nearest 
International Truck Dealer or Branch. 


International Harvester Builds cy 
McCormick Farm Equipment and Farmall Tractors 
Motor Trucks . . . Industrial Power 
Refrigerators and Freezers 


International Harvester Company ° Chicago 


(em \ 
ow TRUCKS 
VV 
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A Time-Honored Product 
1936-1951 


In great-grandfather’s day, Dr. Swett’s Original 





Root Beer enjoyed exceptional popularity 
throughout the Eastern States. Long before glass 
bottles were mass-produced, Dr. Swett’s was 


packed in the earthenware“bottle” shown at left. 


Countless root beers have come and 
gone during this long span. of years 
that Dr. Swett’s has been continuously 
sold to the public. Built on a 
sound basis of high quality, Dr. 


Swett’s has become an 





American Institution. 


Shown 73 Actual Size 





The 1951 Dr. Swett’s Franchise 


offers bottlers many unmatched 





advantages that contribute to 


: a 4 Swett 3 aro 


’ inde 
profitable operations. It will DrSwett So aL 
ee 
IV res ate © tanry amenicanep” in dest? 
pay YOU to investigate. Noor at = 


‘th ‘ o* j 32-02. 
ae — “Take-home” 
Bottle 
10-02. 
All-purpose 
Standard 
7-02. Bottle 


Dr. Swelfs Root Beer Co. cites 6, tins 


May, 1951 





There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 


in service 


. .. tops in value. Mundet Cork Corporation, 


Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


MUNDET CROWNS 





“ATLANTA 
339-41 Elizabeth Street, N.E 


*BOSTON 
57 Regent St. (No. Cambridge 40) 
*CHICAGO 16 
260! Cottage Grove Avenue 


CINCINNATI 2 


427 West 4th Street 
14 





MUNDET DISTRICT OFFICES 
DALLAS 1 KANSAS CITY 7, MO. 
60! Second Avenue 1428 St. Lovis Avenue 
DETROIT 21 *LOS ANGELES (Maywood) 
1440! Prairie Street 6116 Walker Avenue 
*HOUSTON 1 *NEW ORLEANS 16 
Commerce and Palmer Streets 315-325 N. Front Street 
JACKSONVILLE 6, FLA. PHILADELPHIA 39 
800 E. Bay St 856 N. 48th Street 


*CROWNS CARRIED IN STOCK 


COMPLETE CROWN SERVICE 


em 





ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 
*In Canada: 
Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 
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WILD STRAWBERRY 


\ 


FRUITY STRAWBERRY 


~ 
U 


STRAWBERRY COMPOUNDS, 


2 or 4 ounce 
Oo 
° 
° 
0 


.e) 


lf your order comes in 
ee 
is made the same day! 


May, 1951 


Red Seal Imitation 


Ntrawherry 
Havor's 


Strawberry beverages become a delightful, 
exciting adventure in tangy, bubbly good- 
ness with Red Seal Strawberry Flavors. 
A sure sales stimulator! 





Free Catalog 


Catalog on new 
Zephyr Bodies sent 


on request 


NEW ZEPHYR PALLET BODIES 
Eliminate Chipped Locking Rings 





ELIMINATES RESTACKING 


Removable rack pallets make ail 
cases accessible and eliminates re- 
stacking during delivery. 











This Zephyr body is designed with removable rack pallets made 
of steel. These removable rack pallets enable you to mechanize 
your entire loading and unloading operation—and do away with 
time lost restacking the load while making delivery. Every case is 
within easy access. 

With this Specialty design you eliminate ‘chipped locking rings" 
and forget bottle breakage. Cases, bottles, chassis and body are 
assured longer life that cuts delivery cost. 

Zephyr Bottlers' bodies are known all over the world for their 
Specialty-engineered design and construction that permits a re- 
duction of 500 to 1000 Ibs. body weight—and reduces costs of 
operation and maintenance. 

For pallet type or open rack beverage bodies, consult Specialty 
today. 


SPECIALTY ENGINEERING CO. 


ALLEGHENY & TRENTON AVES. PHILA. 34, PA. 


ZEPHYR BODIES 
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The man with a 
t Production 


Here's why the Mission Plan works. 


MISSION DRY CORPORATION 


Mailing Address: Terminal Annex, P. O. Box 2477, 
Los Angeles 54, Calif 

General Offices and Plant: 5001 South Soto Street, 
los Angeles, Calif. 

Divisional Sales Offices: 105 Hudson Street, New 
York 13; 510 North Dearborn Street, Chicago 10 


Canadian Distributors: Mission Orange Canadian 
Ltd., 159 Bay Street, Toronto 1, Canada 


May. 1951 


A Mission Bottler knows that 
when costs go down, profits 

go up. That’s why he likes the 
Mission Plan which provides 
many unique operating 
economies. For example... 


Low Container Investment 
One bottle for a full line of 
popular flavors means the 
lowest possible investment in 
bottles and cases. Change- 
overs on machinery for 
different bottles are avoided, 
and bottle sorting eliminated. 


A Simplified Bottling 

Operation 
Syrup throw for all flavors in 
the Mission line is standard- 
ized. This means that several 
flavors can be bottled during 
one day’s production run 
without readjusting the 
filling machinery. 


Are you interested in cutting 
costs and upping profits? If so, 
you'll want to know the entire 
Mission Plan. Get in touch 
with our nearest office. 


ONE NAME 
ONE BOTTLE 
PULL LINE 


vauity gerticas 
> Sty 





| 
Only One Word Describes it... 


QUALITY! 











MILLER HYDRO 
Bottle Washer 


You can see quality in every line . . . you can profit 
from the quality that gives Miller Hydro Bottle Washers 
their unequaled efficiency. Beautiful ... durable... 
economical. 30 to 300 b.p.m. capacities. Takes all size 
bottles. 


Write For Complete Information 


MILLE 


MILLER HYDRO BOTTLE WASHERS 
£ Capa megs MILLER KENDALL wixt “au , 
° 
a os wer FLUORESCENT WMSPECTORS 


e WALLER CASE PACKERS \ 
MILLER INSPECTION a } west const 

Tor TABLES “Sy acpacses Serving Bottlers 
— Since 1913 
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AMERICA’S 
FASTEST-GROWING 
COLA DRINK! 





How to Sel! More Orange... 























Vi ake this a big. BIG Orange year! Base your plans on Pwitchell’s 
6°, Orange Juice Concentrate. You'll have a drink you can be proud 
of... matehless in quality... one that sells to the hilt and makes 
every stop a gratifying “repeater.” 

Pwitchell’s 6°, Orange Juice is a 1 to 12 complete concentrate to 
which you add simple syrup only. It has a guaranteed minimum of 
6°, juice from choicest Valencia oranges. when bottled as directed. 
Can be labeled “orange drink” in all states. Contains artificial color 
to enhance appearance, and sodium benzoate to prevent spoilage. 
And, it’s pulpless, non-ringing and highly stable. 

Here's more Orange quality, taste. and appearance than you've 
ever known. We'll back that up with our money-refund guarantee. 


Drop a line today for your generous sample. 


SAVE CITRIC ACID 
our 6% ore" S. COMPANY 


centrate is © 
S2 vseors 6f service te tevertiveres 


3 a real sav 
ial CRESTMONT AND HADDON AVES. ¢e CAMDEN 4, N. J, 
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@ AWAITING THE THAW 
0. R persistence in the campaign to 


induce bottlers to raise the prices of 
their products is no doubt wearying 
to some people. We too, for one, 
would like to get away from it all 
and go fishing, but that is not pos 
sible right now : 

Its crystal clear that too many 
bottlers, until they raise their prices 
will operate dangerously close to in 
solvency. It is just as evident that 
many other bottlers. who have raised 
are having a tough and rough 


battle to make it stick. Not so ob- 


trusive and frequently overlooked is 


prices, 


the fact that there are bottlers. who 
because of their particular and spe 
cial conditions of bankroll or back- 
vround, knowledge or “know how”, 
can continue to operate successfully 
and profitably at the old price levels. 

All of which goes to make a situ- 
ation which is without parallel in the 


trade’s history. It is further compli- 
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Editor 


cated by the price “freeze”, the sub 
sequent appeal by the national asso 
ciation for relaxation of the controls 
and the lack of any action on this 
by Washington in the three months 
since the appeal was filed. 
of’ the 


mind has long been demonstrated. It 


The soundness collective 
sometimes makes mistakes and too 
often takes too long to reach the right 
answer but reach it it does. eventu 
ally. It is the basis of our American 
way of life. as demonstrated by the 
popular vote in elections. It has been 
demonstrated conclusively that a ma- 
jority of the bottlers needed higher 
prices for bottled soft drinks, and the 
exclusive and exhaustive \.B.G. sur 
vevs in 1950 have shown that a ma- 
jority of the bottlers courageously 
raised their prices before the “freeze” 
stopped the movement cold. An esti- 
mated two thousand more operators, 
however, were caught short by the 
price regulation, hence the appeal for 
relief. 

We won't have a “price peace” in 
this business until all bottlers who 
desire to do so can adjust their prices 
to the higher levels demanded by the 
times and the conditions. We can 
therefore put this waiting period to 
good use as a planning period for 
action 


\ bottler from Washington, 


community when it ts per- 


mitted, 


D. ©... described (at the recent Mary- 
land convention) the marked effects 
of concerted action in the matter of 
price increases, All the bottlers in the 
nation’s Capitol, with but one excep 
tion, moved at about the same time 
They held carefully to three prin 
ciples which have been found neces 
sary in successfully negotiating a 
price increase. 

First. no advance notice to the 
trade, and no publicity stress on the 
increase, 

Second, routemen were fully 
briefed on the need for the increase, 
and given the incentive to make it 


work by 


raised, 


having their commissions 

Third. the support of dealers was 
secured by pinpointing the higher 
profits made possible for them by the 
new wholesale prices. 

These things, which we have dis- 
cussed fully many times before, are 
repeated to emphasize their impor 
tance and their employment) when 
bottlers will again be permitted to 
adjust prices 

Shortly after you read this. that 
time will be here. 

And with over 4,000 bottlers al 
ready at new price levels the much 
debated question of “leadership” is 
exists, 


largely academic. It already 


and should be followed! 





Franchise Officials Say .. . 


A roundup of opinion, comment and advice from top parent 


company officers on current trade topics of discussion and debate. 


Wr the advent of a new season, and after 
having suecessfully navigated an unparalleled 
transitional period in pricing (with nearly 65% 
of the bottlers raising prices before the “freeze” ) 
the soft drink industry is looking forward with 
confidence and optimism to the immediate future. 
Nonetheless, that optimism is tempered with cau- 
tion, in view of the troubled state of business gen- 


erally, and the many uncertainties which face the 


their “parent” companies for guidance and advice 
at all times, and especially under today’s condi- 
tions. To determine the line of thinking among 
franchise company officials, N.B.G. has asked 
many of them to outline their views. In the ap- 
pended columns are published the statements of 
eight top officers of franchise companies. These 
statements do not necessarily reflect the opinion 
of N.B.G.. and are published without editorial com- 


economy, 


Franchise bottlers 


H. E. KIMBALL 
Clicquot Club 


must 


of necessity 


ment or interpretation, exactly as received from 


look to the authors. 


CLICQUOT CLUB COMPANY 


Wi: are all inclined to make one fundamental error in viewing our 
competition in retail stores. We look at it too narrowly as being represented 
solely by the products of other bottlers. This viewpoint can easily lead us 
into destructive meddling with price and profit structures. This is appar- 
ent today. 

Actually, carbonated beverages are in active competition with cake and 
eandy and hundreds of other items on the retailer’s shelves. The present 
high price of foods means that a shopper’s decision may not be so much 
between two different brands of ginger ale as between ginger ale and 
eandy bars or a dozen doug 

Since the retail profit on carbonated beverages is generally higher 
than most other items in the store, we should be more aggressive in remind- 


nuts. 


ing the retailer of this fact and in getting more prominent displays and 
more retail “push” behind our products. 

To the consumer we should be more aggressive in stressing the food 
value, the wholesomeness and the need for our products in the h 
Carbonated beve es are being squeezed by the present economic situation, 


and we must do everything possible to offset it. 


H. EARLE KIMBALL, president. 


SUN SPOT CO. OF AMERICA 


. a much has been written, so many speeches have been made, during 
the past few years in connection with price raises—its advantages, its neces- 
sity and the evolution of our industry from its “nickel” position, that 
quality of products has in the main been overlooked. 

Quality should and must be the wateh-word, the “Bible” of our 
industry. Never before in our history has our industry had the keen 
competition, both from within itself and from competitive industries, each 
hard bent for the consumer dollar, as today. 

A quality product, properly and attractively packaged and promoted, 
is the only formula workable today. 

Consumer demand for our products must be stimulated, and that only 
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HUNSAKER 
Nesbitt's 


* 


Cc. M. LAMASON 


Hires 


through quality and cleanliness. We must attract the consumer dollar 
to our industry and not permit cakes, candies, ice cream, ete., to take 
our place. 

Our new industry competitor is canned juices either in concentrated 
form or ready for use. It is only by consistent promotion, backed by 
quality products, that we will be able to successfully diminish the effective- 
ness of this new beverage field. 

Service to our dealers should not be overlooked. Vending machin 
cartons, display material, promotional plans—all have their rightful pl 
in our plans. 

It is our considered opinion that quality not only will lead to a success- 
ful operation on the part of each bottler so producing, but will assist the 
entire industry towards this ultimate goal of complete public confidence. 


ALBERT FINE, president. 


NESBITT FRUIT PRODUCTS, INC. 


“7 ms appears to be an opportunity for me to “plug” a favorite subject 
of mine in connection with selling soft drinks. In this day of fluid price 
levels and a dollar that is worth about 50c, it is more necessary than ever 
for bottlers to be better informed on economic conditions—not economic 
conditions in some other part of the country, but in their own marketing 
area. 

The economic conditions he is inierested in are the ones that affect 
the sale of soft drinks. Where can he obtain this information? The answer 
is surprisingly simple. From his customers. 

The bottler who really wants to know what the score is should call 
on every one of his customers. Why the majority of plant owners and man- 
agers refuse to do this is beyond me. The usual answer is “Do not have 
time”. That never registered with me because it’s not the real reason. In 
almost every instance it’s because they do not want to. They use the “no 
time” excuse because they believe that’s the reason. 

If the owner or manager of a plant will set aside one day a week to 
call on customers he will be the best informed bottler in his area. 

Incidentally, | am writing this observation in a hotel room while on 
a trip calling on my customers. 

J. T. HUNSAKER, 


Vice-president 


CHARLES E. HIRES CO. 


qn A sense, we should not advise, we should not counsel. We should, 
instead, congratulate. In spite of rapidly rising costs, increased labor 
problems, local price wars and the hundreds of other problems that have 
beset this industry for the past five years, our bottlers have continued with 
dogged determination to build this soft drink industry to the point it has 
reached today. 

In every hamlet, in every town and in every city in the United States, 
bottlers are continually striving to improve their service and their product, 
which in itself contributes to the growth of the public interest in soft drinks. 

As each summer closes, whether on a profit or a loss, they look for- 
ward with renewed faith and hope to the next one. Frankly, it is this spirit 
and determination to win that is keeping this industry in the place it now 
occupies. For these qualities, they deserve the highest congratulations. 

In addition to praying for a hot summer this year, let them watch 
their costs with an even sharper eye than before and let them put every 
penny that they can squeeze out into effective point of purchase advertising, 
and thus sell every possible bottle. Trite but true, our only hope lies in 
volume, and more volume. 

Cc. M. LAMASON, Sales Manager, Franchise Division 
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B. T. FOOKS 
Grapette 


R. A. CONOVER 
O-So Grape 


THE GRAPETTE CO. 


74 ss1 MING that bottlers have adjusted, or will adjust, their prices to 
a realistic and profitable level, we must once again devote all our time, 
attention, and energies to those things which have made this industry great; 
namely, to the three basic fundamentals of soft drink marketing—dis- 
tribution, availability, and advertising. 

Casual observation reveals that many bottlers have restricted distribu- 
tion to those portions of their territory nearest their plants and which are 
most easily served. Service to existing outlets has been greatly reduced. 
Each bottler should strive for LOO distribution and frequent and regular 
service, 

Because of inadequate and improperly trained route salesmen, bot- 
tlers are unabie to make their products universally and readily available 
to all consumers. It is essential that our products be available in coolers 
for on-premise consumption and in convenient packages for home use. 

It is alarming to note the drastically curtailed advertising activities 
of bottlers, both through consumer media and point-of-sale. Most of this 

activity results from the low profit return of recent years and the quality 
of our sales force. We need to renew our advertising efforts in this industry 
—and quickly! 

Add to these three basic fundamentals the fire of merchandising and 
sales promotion and this industry will take on new life, will again become 
healthy and vigorous, and even greater per capita consumption of our 
products ean be obtained. 

There is nothing—absolutely nothing!—that this industry cannot 
attain if bottlers will just work together for the common good. 

B. T. FOOKS, President 


O-SO GRAPE CO. 


Wuasr can we expect in 1951? How will our sales and profits look at 


the end of this new year? 

We don’t mean that we can predict the future. But we don’t have to 
look into a erystal ball to see— 

1. That the release of billions of dollars in war mobilization orders is 
pouring into public circulation the greatest supply of expendable dollars 
in our history. 

2. That there is rapidly developing a scarcity of hard goods and more 
of those expendable dollars will go into soft goods, and be available for 
soft drinks. 

3. That we had an unprecedented, cold, rainy summer in 1950 and that 
next summer will bring much more hot, good beverage weather. 

1. That good flavors in 7 0z., 10 0z., and quarts are steadily gaining 
in popularity. 

Some bottlers are sitting back before ordering the larger bottles— 
wailing to see “what's going to happen”—or waiting for a big war, or 
sugar rationing. 

The market is fluid. Wt won't keep for anybody who is sitting back, no 
matter what the reason. It is wide open for top quality flavors that are well 
displayed in attractive packages, in popular sizes. 

Soft drinks are still impulse items. No matter what the times, there 
has been no change in the basic rules for success in the beverage business 
—better quality of product, better servicing of the outlet, better display 
at the point of purchase. 

Economists say inflation is caused by the supply of consumer goods 
not keeping up with consumer's expendable income. We are in that 
predicament right now. 

This calendar year they estimate a Federal cash deficit—outgo over 
income—of 10 Billion Dollars. 

Economists are worried. They say that there will be no consumer 
products available to sop up that extra 10 Billion Dollars. 

You can laugh. But that 10 Billion Dollars is no joke. And a lot of 
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other industries are out after it: beer, candy, florists. Answer these 
questions: 
Do you have distribution in 90% of the soft drink outlets in your 
territory? 
Are your carry-home outlets displaying your cartons? 
Are there several bottles of your products in all of the coolers? 
Does each outlet have two or three cases of your products for stock ? 
Are your signs on display? 
The 10 Billion Dollars is there to be had! It wasn’t there last year. 
Or the year before. 
Go after volume—selling, merchandising, advertising, like you never 
have before! 
This year your sales and profits are there for the getting. A LO Billion 
Dollar Green Light! 
R. A. CONOVER, president. 


R. M. HORSEY 
Orange-Crush 
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ORANGE-CRUSH CO. 


- GOOD competitor is one whom we all admire. He goes about his job, 
his assignment, his responsibility in a deliberate, determined manner. While 
his individual performances are outstanding, a good competitor always gives 
more than his share in the way of teamwork. He does not try to “grand- 
stand”—he doesn’t want to, and doesn’t have to, because he knows that 
good organizational teamwork is the surest way to win. 

In the beverage game, under 1951 conditions we urgently need organ- 
izational teamwork more than any other factor, to be successful. Business 
conditions are not, never were, and probably never will be the major factor 
in a progressive company’s sales curve. Sales management that constantly 
trains salesmen by inspiring organizational teamwork to develop their 
enthusiasm, and to make each of them a participant and good competitor, 
will increase sales position whether markets sag or climb. 

Individual effort, although worthy, is but of small moment compared 
to the coordinated effort of the group. Inspired leadership of others, by 


good competitors, therefore, can contribute substantially to our industry 
during 1951. 


In order for a bottler to be really successful, the first customers he 
must sell are the driver salesmen who make up his sales force. 

The driver salesman who works for the bottler is his customer. He 
buys the bottler’s policies, his management ability and knowledge, the 
security the bottling company offers, the sale-ability of his products; the 
personal advancement opportunities the bottler offers him. Above all, he 
buys the bottler’s personal sincerity and integrity. If he doesn’t buy this 
product, he quits, and the bottler has another problem. 

The price the driver-salesman pays is measured in terms of his indus- 
triousness, loyalty, cooperation, stability, self-reliance, aggressiveness, 
enthusiasm. 

Most driver-salesmen rightly believe that they are the far flung front 
line selling soldiers of their bottlers. A good many also believe that they 
get little support from the rear echelons of business enterprise. It’s hard 
for the man in the field to visualize the consideration and thought which 
lie behind the development of his bottler’s selling policies. Too frequently 
he has no participation in this policy formation and doesn’t learn about 
a new policy which affects him until the policy is announced. No matter 
how necessary the policy may be, if it hampers his own operations, he 
resents it. If he doesn’t know why the policy decision was made, he may 
begin to doubt the ability of his boss. We all know that a doubting attitude 
will not sell products in a buyers’ market. 

It’s no news that the beverage business has been in a tight period. 
Slack policies and ineffective methods are being overhauled to add those 
little plusses to the selling effort—plusses which add up to success in 
competitive markets. Bottlers are relearning that method in salesmanship 
is fully as important as method in manufacturing or accounting. Bottlers 
who grow during adversity, bottlers who come through business squalls 
with a minimum of trouble, are those that keep their driver salesmen 
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LEE WARD 
Tru-Ade 


enthusiastically facing prospects. To build this enthusiasm, they know 
that they must first sell their driver-salesmen on the advantages of working 
for them. They are showing their driver-salesmen that their own security 
depends on the sound policy of the bottler as much as it depends on each 
driver-salesman’s personal sales record on each route. They are making 
driver-salesmen “belong” through the power of inspiring organization 
teamwork—through the power of inspiring each man to be a “good 
competitor”. 
R. M. HORSEY, Executive vice-president. 


TRU-ADE, INC. 


Denne the past three years, the bottled soft drink industry has been 
faced with a problem that is new to it. Gross operating margins have been 
less than they were for the many years prior to World War IL. The growing 
movement toward increased wholesale and retail prices, while corrective 
to a degree, may not prove the sole answer, because costs can too easily 
continue to keep pace with rising selling prices. 

The real key to growth and profits in our industry lies within the 
managements of individual bottling plants—managements that must become 
astute, aggressive, sales wise, and understanding. The large profit margins 
of past years have permitted carelessness and waste to become the rule 
rather than the exception in many operations. Now that higher costs 
have thrust upon the soft drink industry gross margins that are more 
comparable to those found in other businesses, it behooves the administra- 
tive personnel in bottling plants to adopt the same efficiency that has made 
such other businesses prosper. 

The largest opportunity for savings, with resulting higher profits, is in 
the field of sales and distribution—because it is there, from the plant to 
the outlet, that the greatest inherent waste exists and the most effective 
steps for improvement can be taken. These steps cannot, obviously, be 
in the direction of lower salaries or neglected maintenance. Rather, man- 
agements must step up their merchandising and service efforts to sell more 
cases per stop, per mile and per hour. 

Three basic things are required: 1. Better trained personnel; 2. More 
efficient supervision; 3. Increased advertising, particularly at the point of 
purchase. 

These, essentially, are management problems. Franchise parent com- 
panies have a great responsibility to their bottlers to help supply the 
programs, the methods, the materials, and the guidance needed for the 
implementation of these three things that can increase sales. But the 
owners and directors of our nation’s bottling plants must first of all 
recognize the need of these improved sales techniques, and then deter- 
minedly put them into effect. 

And that brings us to a fourth, and perhaps the most important, prob- 
lem facing the majority of those bottlers whose recent years have not 
shown satisfactory profits. It is one of psychology—the lack of a proper 
plan of operations for their own plants because of the conscious or sub- 
conscious pressure of trying to copy the practices of dominant factors in the 
industry. Natural as it is to follow the techniques of the most successful 
product in the field, such blind subservience can be the worst deterrent to 
the progress of a plant which does not have the basic element which makes 
those techniques effective: low service costs through high volume sales. 

To meet this requirement of high volume per stop, a basic change in 
the product structure of a given plant may be the first essential. If careful 
analysis shows that the potential of the brand or brands presently distributed 
by a bottler is not enough to guarantee greater volume, another good prod- 
uct should be added. Aggressively merchandised by properly trained 
personnel, supported by intelligent advertising, and effectively supervised 
to protect current volume on established brands and nurture the growth of 
the new one, increased volume per truck and per stop are inevitable. That 
increased volume is the gateway to the lower sales and service costs per 
outlet which is the soft drink industry’s touchstone to higher profits. 

There is no reason for pessimism in our business. The obstacles which 
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Are you getting the BUSINESS 
or getting the 65 \WESS 7 


‘VincintADARE FLAVORS 
|. CONSISTENT QUALITY 


THAT BUILDS BUSINESS 
... AND HOLDS IT! 





Are you the bottler with the "in and out" 
flavors? No wonder — when so many ex- 
tracts vary in quality from gallon to gal- 
lon . . . change the flavor of your finished 
drink from day to day. Look to Virginia 
Dare then for CONSISTENT QUALITY 
. - + quality in flavor that has built a repu- 
tation since 1835. It's quality that counts 
in flavor . . . flavor that counts in your 
drink. Don't take less than the best... 
build and hold business with Virginia Dare 
flavors. 








GETTING YOUR SHARE OF THE GRAPE BUSINESS? 


Join the ranks of those satisfied bottlers 
who make a better grape with Virginia 
Dare Grape. In the entire standout line of 
Virginia Dare Flavors for Bottlers — Grape 
is the name most associated with Virginia 
Dare. Whatever the tastes of your market 
... there's a Virginia Dare Grape that will 
make your Grape . . . Top Grape seller. in 


Town! 

















VIN-VIE 





Representatives in Principal Cities 


. . » Imitation Grape Flavor without peer. A 
base of winey-grape character, fortified to 
make a concentrate that helps make bottlers’ 
grapes ... “great!". 1% ounce strength. 
Available with or without color. 


GRAPE No. 7 


... A concord type grape—favored wherever 
a concord grape flavor is in demand. 1% oz. 
goods. 


Pure Grape and Grape Acids also available 


Write for samples or ask your 
Virginia Dare Representative 


= 








EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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BARNEY BERNS 
Dad's Root Beer 


have retarded its growth, although new to us, are no greater than those 
which have been solved in other industries. The application of enlightened, 
dynamic, courageous bottling plant management will overcome any handi- 
caps and lead their individual operations and our bottling fraternity to 
a sounder, stabler, more profitable future. 


LEE C. WARD, president. 
DAD'S ROOT BEER COMPANY 


Tw perplexities of operating a bottling plant properly and efficiently 
in these troublesome times are most numerous in view of the fact that the 
industry as a whole, at this particular writing, is not operating on the basis 
of a definite pattern nationally, state-wide or city-wide, but has arrived at 
a point where it is an individual program of each individual bottling 
operation. Because of this condition, it then behooves the individual bottler 
to take stock of the conditions in his own particular market and set his 
program based on his local conditions. This program to cover the kind 
of product he wishes to feature, the price for this product, the deposit struc- 
ture for his bottles and cases, and above all the merchandising of his 
product. In no event can any bottler afford, regardless of the conditions 
under which he is being harassed, permit himself to let down on the job 
and cause. He must continually strive to get his merchandise before the 
public, produce this merchandise properly, advertise it properly and mer- 
chandise it properly, regardless of the price squeeze that he may be 
operating under. 

It is then his responsibility, as it is the responsibility of all bottlers 
in his area, to recognize whether or not he can operate at a profit, rendering 
the necessary services to the dealer and consumer that he must be rendering 
if he is to be successful. If he cannot render these services at a profit, 
it is his responsibility then to make application permitting him to raise his 
price so he can render these services, as without these services rendered 
it is impossible for him to succeed. 


Further, he cannot possibly maintain an organization rendering these 
services unless price-wise and deposit-wise, he is able to make a profit in 
his business, so that he can afford to pay his personnel a living wage. If his 
personnel do not receive adequate compensation, their minds of necessity 
must be directed to their own problems, causing lack of efficiency and 
also an inclination to leave the beverage industry to go into other industries 
where compensation is better. 


The bottling business today has not changed from the business it has 
been for many years. It requires the same attention and the same quality 
of product, advertising and merchandising that was done in the days when 
the beverage business was a very profitable business. The job is the same. 
Unfortunately, the profit is not. The fact that the job is the same, the same 
thinking and effort and concentration must be directed by the bottler to 
his business. This profit problem is strictly within his own hands. Cur- 
tailing services will not give him a profit, but if he gets a legitimate price 
for his merchandise and continues to render the necessary services that will 
give him added profits. This is the only answer to the profit question. 

This is not a theory. It is a practical approach to a problem that 
exists in the beverage business today. We here at Dad’s Root Beer Company 
have been preaching this doctrine to all of our franchised operators, point- 
ing out to them that the only solution to any problem would be following 
through as mentioned above and also to cooperate with other fellow 
bottlers. 


Today, more than ever in the history of the beverage business, there 


exists the need of recognizing others in your business not as competitors, 

but as fellow bottlers for the mutual good of all coneerned. Unless this 

trust in one another exists and the spirit to cooperate, there will be no 

solution to a bottler’s perplexities and problems. Bottlers are the masters 

of their own destiny. Let them work with one another for their mutual good. 
Bb. BERNS, vice-president. 
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YOUR GINGER ALE WILL BE UNSURPASSED 


WHEN YOU USE... 
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H.KOHNSTAMM € CO. INC, 7 
NEW YORK - CHICAGO 
ESTABLISHED 16S! 


te by GINGER ALE EXTRACT 


Jamaica Ginger »+» pure extract, 2 oz. strength as developed by H. Kohnstamm flavor Wr 
experts! That's the base, that’s the reason for the growing popularity of 100th 


Atlas Pale Dry Ginger Ale extract! ae MNOVCVSALY 





Wherever it goes it makes lasting friends... a delicious, healthy “habit-forming” 


ginger drink . . . authentic, full of flavor and authority. "hs 9 
How about letting us send you a trial gallon today? (Money refunded if you don’t z % 


Na 


agree Atlas makes the true tops in Ginger Ale Extract). Write, wire or phone... 


ROHRGTARIM £¢ COMPANY Enc. 








89 PARK PLACE, NEW YORK 7 1-13 E. ILLINOIS ST, CHICAGO 0 4735 DISTRICT BLVD., LOS ANGELES I 
ATLANTA + BALTIMORE +» BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT - HOUSTON + INDIANAPOLIS + KANSAS 
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Easy Steps To 





Small and large bottlers can . . @ach increase in the cost of 
immediately put to use the trucking . .. is at least partially 


practical cost reduction tech neutralized by more efficient me- 


niques set forth in this article. 

So get the scissors out... will, thus placing you at a disad- 

and start cutting! vantage, when it comes time to add 
up the net profits. 


thods. If you don’t find ways of 


cutting costs you can be sure others 


I have heard small bottlers com- 
, costs can tear the heart plain that they cannot afford cost 
out of any profit picture. They can analysis. This argument has no 
kill your business unless each in- merit whatsoever. The small bot- 
crease in the cost of labor . . . each tler needs cost analysis as much, if 
increase in the cost of ingredients not more, than the large operator, 
and most important even the 
smallest bottler can analyze his 
by FRED L. HOVEY, General Production Manager, costs at no real extra cost. 
Orange-Crush, Ltd., Toronto, Canada Most large concerns do have 
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ONLY WITH SPACARB : 
CAN YOU DELIVER = 


THE EQUIVALENT OF 


10/ CASES 
ON gp FILLING 


ne SOM a as are 






LOWER 
SERVICE COSTS 
* 
CONSERVE 
MANPOWER 


“tee ee Even if government restrictions force us to 
FOR ALL SEALED Sess curtail production, we will try to fill your 
VOLUME SYRUP SYSTEM equipment needs 


ASSURES 
Rel@ Wile), by CONTINUED 


FRESHNESS We will help you keep your present equipment 
in efficient, profitable operating condition, 
supplying, as always, your every location 
need . . . cups, syrups, supplies 


16 COMBINATIONS FROM | MACHINE 


HOT DRINKS * COLD DRINKS 
CARBONATED DRINKS * NON-CARBONATED DRINKS 





. . all this as standard equipment: 


SELECT-O-CARB (Dual Carbonation) 
4-FLAVORS + MIX-A-DRINK 


HUGE 1,000 CUP, 20 GALLON SYRUP CAPACITIES 


May, 1951 31 











complicated systems and the total 
dollar cost is sometimes quite high, 
but this is dictated by the size and 
complexity of the organization. The 
actual cost per case of systems of 
this type is very low, and when sim- 
plified for the average-sized bottler 
is not at all complicated 

For larger concerns, where it is 
not practical for management to 
personally keep an eye on each 
phase of production, the cost per 
case system is probably the most 
thorough and most accurate me- 
thod of keeping in the cost picture 
In this system manufacturing ex- 
penditures are broken down into 
individual items, like materials and 
wages. Bottling wages per case, for 
example, are obtained by dividing 
the total bottling wages in cents for 
one month by the number of cases 
of full goods produced during that 
same month. This same procedure 
can be followed individually for all 
the items included in production. 
Similarly, the total manufacturing 
cost per case, can be obtained by 
inserting the total manufacturing 
costs in the formula. 

There is, however, a simpler way 
of making use of this system. For 
example, a bottler can often tell by 
experience, when certain items are 
amounting to more than they 
should. If this bottler does not 
have a permanent system that tells 
him his costs each month, he can 
still sit down and work out the cost 
per case of the suspected items and 
compare the results with previous 


results 
The Labor Cost 


Labor represents a large percent- 
age of production costs and is one 
of the most controllable. Conse- 
quently, it rates considerable atten- 
tion. If you lack the cost per case 
system for analyzing your costs, you 
might consider studying your 
efficiency of production from week 
to week, on the basis of cases pro- 
duced per man hour. Actual cost 
figures are not required, as hours 
of working time are used instead of 
cents. The results are almost as 
accurate, unless your scale of wages 


changes often 
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The formula is quite simple: to 
obtain the number of cases pro- 
duced per man hour of working 
time during any one week, divide 
the total number of cases of full 
goods produced during that week by 
the total 
worked during the same week. 


number of man hours 


The result will give you a yard- 
stick to compare your productive 
from week to week. 
Naturally, the higher the figure the 
more efficient the operation. One 


efficiency 


great advantage of this system is 
that the figures are not necessarily 
confidential and can be posted as a 
competitive incentive for produc- 
tion personnel to beat their own 
figures 

You will also be surprised how 
production supervisors can spur 
salesmen on by pointing out during 
slack periods how low sales have 
reduced their efficiency. 

The accounting and calculations 
can easily be looked after by using 
a simple card. Fill in under men, 
the number of personnel working 
on each of the jobs, and at the end 
of each week complete the hour 
column by inserting the total hours 
worked on each of the jobs. The 
total number of men shown in the 
column may be more than the num- 
ber of personnel actually on your 
pay list. For example, one of the 
bottling men might also double as 
syrup man and, therefore, show up 
twice on the sheet. However, if he 
works half time on each job, then, 
say 22 hours would be opposite 
syrup and the other 22 hours would 
be thrown in with the other bottling 
hours. To obtain a true picture of 
your operation, I would suggest 
that the working hours of all per- 
sonnel, other than sales staff and 
office personnel, be included; and if 
any sales or office personnel assist 
in production, those man _ hours 
should be added to the total. 

Remember even if the ma- 
chines are shut down, hours worked 
around the plant on case repairs... 

. sterilizing and so 
included in the total, 
otherwise, the results will not give 


cleaning up 
on, must be 


a fair picture of the overall plant 
efficiency 


You may find great variations in 
the figures from week to week, de- 
pending upon the number of cases 
produced. I have suggested a week- 
ly basis so that higher costs will 
show up before much harm is done. 
A better average figure can be ob- 
tained each month by dividing the 
total production for the month by 
the total man hours worked for the 
same month. 

Of course, it is impossible, with- 
out knowing individual plant lay- 
outs, to tell you what results should 
be expected. As a very rough guide 
15 to 20 cases per man hour can be 
expected for a single flavor plant, 
and 10 to 15 cases per man hour, 
in a multiple flavor plant equipped 
with different size bottles. 

Incidentally, these two figures 
alone point out the advantages of 
producing a minimum number of 
flavors in as few different size bot- 


tles as possible 
The Caustic Cost 


Now, let’s get into the subject 
of another important cost—caustic. 
If you don’t already do so, I 
would suggest that next time you 
drain your soaker, keep a record of 
the total amount of alkali added 
between drainage periods. This fig- 
ure should also include the initial 
charge. The total obtained can then 
be divided by the number of thou- 


sands of bottles washed to obtain 


the number of pounds of alkali used 
per thousand bottles. This serves 
as an excellent yardstick in meas- 
uring the efficiency of your bottle 
washing operation. 

If you find that you are using 
more caustic than you should, here 
are a few of the less obvious points 
you might consider: 

1. In order to ensure better mix- 
ing and a truer alkali test, alkali 
upkeep should be added in the morn- 
ing, approximately 15 minutes after 
the machine has been started. 

2. At the same time, check the 
solution level in all tanks. If the 
levels are too high, there will not 
be sufficient time for drainage of 
the caustic solution from bottles 
and carriers before they move out 
of the compartment or compart- 


National Bottlers’ Gazette 
















“MADE ITS WAY BY THE WAY IT'S MADE" 


Compare 


QUALITY 

PACKAGE 

PROFIT TO THE BOTTLER 
THE DRINK OF THE NATION 





WRITE OR WIRE FOR 
FULL PARTICULARS. THE 
FRANCHISE MAY BE OPEN 
IN YOUR TERRITORY 

















YOR ano comm The NATIONAL GRAPICO CO. 


O27 * 515-17 10th ST. NORTH 
BIRMINGHAM, ALABAMA 
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HOW DUS — 
CENTER CAN BE 








, you specify Duraglas bot- 
tles, your product gets more than a 
package. It acquires a specific ally 
in the solution of your own sales 
and handling problems. 

For example, no other source in 
the world has as much background 
on the life of returnable bottles and 
what abuses can be avoided to in- 
crease trippage. 

Realizing, too, that it never pays 
to let a package get out of the habit 
of selling, Owens-Illinois designers 
stand ready to help plan your pack- 
age of the future. 

Use the facilities of Duraglas 
Center—the world’s greatest glass 
container laboratory—to give your 
product the benefit of these out- 
standing services. 





JUL “Saag Beverage Bottles “4 roe! | 


OWENS-ILLINOIS GLASS COMPANY © TOLEDO |, OHIO © BRANCHES IN PRINCIPAL CITIES 
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To avoid excessive breakage from thermal shock during the bottle washing process, tem- 


CUTTING BOTTLE LOSSES 


declares, would be to use pre-rinse water at 85 


tank at 140 


ments. This can result in large 
losses of alkali due to carry-over 
\lso, do not forget that in an aver- 
age 12-wide compartment soaker, 
each extra inch of depth over the 
proper level, in the first tank, re- 
quires approximately 5 pounds of 
additional alkali to bring the solu- 
tion up to strength. In smaller one 


compartment soakers this figure 
will vary proportionately 

3. Scale on soaker pockets, and in 
the mechanism of the soaker, in- 
variably increases alkali usage. In 
one of our branches it was so bad, 
that alkali consumption was cut by 
10°, after the soaker was descaled 
Incidentally, descaling is a tricky 
job, as acid without an inhibiter 
can ruin a soaker by attacking bear- 
ings and so on. This is usually a 
job for experts. Your alkali sup- 
plier will be able to advise you as 
to when your bottle washer should 
be descaled. In areas serviced with 
very hard water, it is sometimes 
necessary to have it done once a 
vear 

1. If the temperature of a caustic 
solution is allowed to climb to over 
165° F., the caustic tends to break 
down and its life is shortened. High 
temperatures also lead to deposits, 
especially in the fresh water tanks 
and rinse areas, and this again in- 


creases alkali usage 
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... the third tank at 110 


While the number of pounds re- 
quired to wash a thousand bottles 
is important, the final criterion, is 
the cost per thousand bottles effi- 
ciently washed. In other words, 
while one make of caustic may be 
the cheapest per pound, it may not 
be the cheapest to use in the long 


run, or vice versa. 


What About Standardization? 


An indirect, but nevertheless very 
important, means of keeping costs 
down, is to standardize. 

Now, standardization can cover 
a multitude of items. Let’s exam- 
ine the shell situation for example 
Supposing a box manufacturer 
walks into a bottler’s office with a 
nice looking shell at a very attrac- 
tive price. 


bottler 


Let’s assume that the 
takes advantage of the 
price, and purchases his year’s re- 
from. that 


quirements particular 


manufacturer. Soon the new shells 
arrive and are put to work with 
excellent results, insofar as wear 
and tear and appearance are con- 
cerned. There is just one trouble; 
this new shell is 14” shorter than 
the shells purchased the previous 
year, and is perhaps 1,” 
than last year’s. 

in a few days, complaints begin 
to roll in from the different depart- 


ments. In the stock room, the new 


higher 


perature changes should be limited to 50 F. A safe arrangement of temperatures, the author 
... the first tank at 120 
. and the final after rinse at 85 degrees. 


... the second 


shells won’t stack properly when 
mixed with the old shells and no 
two stacks are the same height. 
The salesmen drop into the office 
to say that those new shells that 
They 


don’t interlock properly on the sides 


were purchased are “lousy”. 


of the truck, and as a result, two or 
three cases of empties dropped off 
the truck at the first intersection. 

Eventually, repairs are required 
on the shells, and the time comes to 
order replacement sides ... bottoms 
and perhaps nests. Here an- 
other difficulty arises, because dif- 
ferent sizes of sides, bottoms and 
nests are required to suit the two 
sizes of shells now being used. This 
is costly, because the total number 
of spare parts ordered for both 
types of shells will have to be larger 
than for one type to allow for ex- 
tras. Not only that, but the cost 
per unit will be higher as the sup- 
plier will have two different sets of 
parts to manufacture. 


Answering the Case Problem 

All these troubles will disappear 
if shells are standardized for any 
one plant, and it doesn’t cost any 
more to do so. The most practical 
method of getting around this is 
to first make sure your shell is de- 
signed properly, then make up or 
have made up, a drawing or sketch 
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FIRST AWARD CARRIERS 


Presented to 


[tlanta Paper Company 


for an important contribution toward the er of the 
Jtolding Carton Industry 7 manufacturing for 


Coca-Cola Company 
Coca: “Cola 


carton selected at the Annual Carton Competition as 
an outstanding example of progressive packaging 
Given this 29th day of March 1951 by the 


Folding Paper Bor Association of ~merica 


ath 80x 
ptth Or 4. 


For the recognition extended by the Folding Paper Box Association 


of America to our company and to our Bottle Master-12 carton we 


ant Kraft carton, laminated for extra strength, designed to meet 


( express our sincere appreciation. Bottle Master-12 is a water resist- 


exacting demands of multiple trip usage. It is loaded and uncased 


automatically. It is rigid for stacking. It is unbelievably strong. It 


1951 presents dramatic advertising display. This package will increase 


WAL FOLDING BOX COMPETITION your carton sales. Cost: less than 3c per case possible on a tripage 


of six or more trips. 


Pusu Your CARTON SALES 
WirTH ConrIDENCE. 


WE Witt DE iver Cartons To You On ScHEDULE. 


ATLANTA PAPER COMPANY 


Bottle Waster Diucsaion ATLANTA, GEORGIA 
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of the shell you wish to use. Pick 
out a few shells that are up to these 
standards and turn them over to 
different manufacturers with a 
drawing and specifications, to ob- 
tain competitive bids. If you do 
not have a parent bottler who can 
supply you with specifications and 
drawings, I would suggest that you 
measure the shell you wish to pur- 
chase and give the manufacturers 
written instructions along with a 
sample shell, if you have one avail- 
able. The dimensions included in 
should include 
length, 


height of shell, and also the inside 


the specifications, 
the overall width and 
dimensions of the compartments; 


ut the same time, request that a 
sample shell be shipped to you for 
approval. By putting these instruc- 
tions in writing, you will protect 
yourself supplied 


against being 


with off-standard shells 
Just one 
shells ; 


Signe d 


further word about 
make sure they are well de- 
from 
. and that 


Otherwise 


manufactured 
properly dried lumber . 
all nails used are coated 
they will warp and spring apart in 
no time 

The golden rule of standardiza- 
tion should be carried out on every 
possible item, and changes should 
only be made if a definite improve- 
ment will result. Even then the 
question is: will the improvement 


justify the loss of standardization ? 


Bottle Breakage 


An expensive mill stone, that 
hangs around every bottler’s neck, 
is bottle breakage. Some day take 
the time to work out the number of 
dollars lost to you each year in 
broken bottles. I'll guarantee the 
results will startle you, even if your 
breakage is kept to a conservative 
» of 1°; for all types of breakage 
We are often apt to think of bot- 


tles, in terms of value, 


their 


deposit 
whereas actual cost is of 
course much more. This is danger- 
ous thinking on the part of every 
salesman, and production man, who 
Naturally they are 


not as apt to handle containers with 


handles bottles 


the care their value warrants, if 
May, 1951 
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A simple card form like this will 
help bottlers obtain a quick, true 
picture of labor costs in various 
departments. 


they think bottles only cost 2 or 5 
cents 

The human element, of course, is 
not responsible for all breakage. 
For example, the condition of shells 
is a big factor. Whenever a bottom 
falls out of a case you can write 
off from $1.00 to $1.40. If the shell 
is in such poor condition that the 
bottom falls out, it is probably only 
worth about 25c. Therefore, which 
is the cheaper—a proper case repair 
system or letting the bottles break 
Also, we must not forget that a 
bottom falling out of a case in the 
trade, not only represents a loss in 
bottles, but also leaves an under- 
standably irate customer or dealer 

and a possible insurance claim. 

Sometimes a large percentage of 
breakage occurs 1n and around the 
machinery. Since this is due largely 
to mechanical faults, it can usually 
be cured 

In breakage of this type, there 
are always two main problems 
First to locate the cause of break- 
age, then to remedy the trouble 
For example, if more than usual 
breakage is occurring in the soaker, 
the first thing to do, is to examine 
the bottles and see if the breakage 
is consistent and seems to occur at 
one spot on the bottle. Let’s say 
of the 
bottles passing through the soaker 


that the crown rings on 2° 
are chipped. This usually means 
that the bottles are striking some 
sort of obstacle. If the chipped 
necks are tied down to one particu- 
lar row of bottles, obviously some- 
thing is out of line like a rinse jet, 
or the bottles are striking some 
foreign object. 

If the chipped necks are appear 
ing in different rows, with no par- 
ticular regularity, probably the bot 


tles are dragging on baffle plates 
and the pressure is breaking weak 
bottles. The location can then be 
found by draining individual tanks, 
and the breakage is probably occur- 
ing where chips of crown rings are 
found. As you are aware, any defi- 
nite type of breakage can usually 
be cured once the trouble is found; 
in some cases, considerable ingenu- 
ity, and a bit of detective work 
around the machinery is required 

Thermal shock, or heat breakage, 
as it is usually termed, is another 
common source of breakage in bot- 
tle washers. Unfortunately, glass 
containers cannot stand a_ rapid 
change of temperature such as cold 
bottles being doused in a hot caus- 
tic solution, or hot bottles being 
sprayed with cold water. 

The average soft drink bottle will 
withstand an 80° F. rapid tempera- 
ture change, but to allow for con 
vection currents and a small safety 
factor, the maximum permissible 
temperature change, based on tank 
thermometers, should be limited to 
50° F. Always keep this figure in 
mind, when adjusting soaker solu 
tion and rinse water temperatures 
Let us assume, for example, a three 
tank soaker 


after rinse. This soaker is operating 


with pre-rinse and 
in the winter time, with empty bot 
tles stored in the stockroom at 40 
F. temperature. A safe arrange- 
ment of temperatures would be to 
use pre-rinse water at 85 the 
first tank at 120° .. . the second 
tank at 140 the third tank at 
110°, and the final after rinse at 
85 degrees 

tank under 
similar arrangements, with empties 


In single soakers, 
at 40 degrees; the pre-rinse water 
could be adjusted to a maximum of 
o0° F:: 
mum temperature of 140 degrees, 


the soaker tank, to a maxi- 


and the final rinse to 90 degrees. 

In the summer time, or if the 
empty case storage area is well 
heated, the rinse temperatures, and 
also the temperature of the soake! 
solution, could be increased 

We have all seen bottles break 
on the filler for no apparent reason. 
A large proportion of these frac 


tures are due to scratches on the 
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surfaces of the bottles. All 


Inside 


vulnerable 


glass 


containers are 
to internal damage; this is due to 
the inside skin of the glass being 
inder a much higher stress than 
the outer surface. A _ very fine 
scratch (smaller than can be seen 
by the naked-eye) is sufficient to 


cause a fracture. Worn brushes or 


faulty spindles in soakers are one 
of the greatest sources of this type 
of breakage 

There is one other type of bottle 
breakage that I am sure most of us 
do not fully appreciate. It has been 
recently proven that each time a 
bottle is impacted by another hard 
object, it detracts from its pristine 
strength, and greatly contributes 


to its ultimate destruction. In plain 


ordinary language, this means that 
every time a bottle hits something, 
t loses some of it’s strength and 
will eventually break after even a 
light tap. For example, a sure way 
of increasing your bottle breakage 
is to use shells without dividers 
Naturally the bottles keep striking 
each other ind since the damage Is 
cumulative they will eventually 


Dreak 


Bottling Equipment 


At this point, let’s consider the 


purchase and installation of bot- 
tling machinery. In the production 
business, 


phase of the bottling 


is no decision more mportant 
than the size and type of machines 
to purchase, and at what stage to 
make the purchase 


nfortunately, every bottler’s 


problem is different, and therefore, 


1 Is 


impossible to make recom- 
mendations without a great deal of 
study in each individual case. How- 
ever, there are a few fundamental 

ryestions that I believe may be 
f assistance 
First, there is the bottler whose 
plant is equipped with a “‘one man 
init’, of the Dixie size. If his 
bottle washer, and auxiliary units 
carbonator, water cooler, etc.) are 
large enough, he can double his ca 
pacity by simply adding a second 
filler. In this case, capacity can be 
additional 


increased at no great 


cost and without loss of flexibility, 
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since during off-season production 
one unit can be closed down. Con- 
sequently, if a bottler is in a posi- 
tion to do so, he can add a second 
unit comfortably before he is abso- 
lutely forced to do so by increased 
sales volume. 

The second situation I would 
like to refer to, is entirely different. 
Supposing a bottler has increased 
his capacity and now has two 
or probably three one-man 
units, and his sales volume has 
reached the point where even with 
these units, he has to operate double 
shifts during part of the summer. 
At that point his sales would be in 
the neighborhood of 300,000 to 
100,000 cases per year. 

Under normal circumstances, this 
bottler, when he does increase his 
capacity, will sell his existing bot- 
tling lines and will purchase a large 
rotary unit around 40 spout capa- 
city. Such a change represents a 
terrific sam of money and a com- 
plete change in production methods. 

It is my private opinion that be- 
fore purchasing a large rotary bot- 
tling line, a bottler should be liter- 
ally forced to do so, because his 
smaller machines will not produce 
a sufficient output, even with extra 
Consequently, in my view, 
bottler I 
tioned a moment ago, should keep 
fillers, 
reaches the point where he 


crews 
the hypothetical men- 


his three small until he 
knows 
he will lose sales the following sum- 
mer, in spite of putting on three 
shifts 

Let’s qualify this by going into 
some detail. A forty spout bottling 
line, operating at approximately 
120 bpm, requires approximately 
the same crew as three small units 
operating at 30 bpm each. The 40- 
spout line produces more cases per 
man per hour than the smaller unit, 
when it is operating. The catch, of 
course, is that, unlike most manu- 
facturers, we are invariably faced 
with producing around 40% of our 
total volume during a three month 
period, and, therefore, our ma- 
chines must operate below capacity 
during the remaining nine months. 
Consequently, unless sales volume 
is such that the 40 spout line is 


forced into two shifts for three 
months, it will be idle part of the 
time during the remaining nine 
months of the year. If the plant is 
equipped with three small units; 
two of them can be shut down dur- 
ing slack periods, and the third, 
operated at full blast with a very 
small crew. 

You might say, that if sales fall 
appreciably, the 40 spout can be 
slowed down and the crew reduced. 
Unfortunately, by doing this, only 
one man at the accumulating table 
and one soaker loader, can be saved 
by cutting the speed to 90 or 100 
bpm. Consequently, a 40 spout line 
always requires a fairly large crew 
to operate, and if it only operates 
50 or 75¢, of the time you are 
faced with a full week’s payroll for 
a group of men which are only re- 
quired part of a week. 

There are other factors which 
must also be taken into account; 
all of 
operation. 


which add to the cost of 


For example, a rotary line usual- 
ly means (1) Higher repair costs 
for parts; (2) Higher repair costs 
for labor, since an overhaul usually 
requires an experienced mechanic; 


(3) Higher electrical bills; and 
(4) Higher fuel bills in heating up 
larger quantities of caustic. 

Don’t misunderstand my thoughts 
on large rotary bottling lines. In 
its place, and when supported by 
sufficient volume, the large rotary 
unit is the most economical of all 
bottling machinery. However, most 
experts will tell you that a large 
volume is required to distribute the 
expense involved and, therefore, it 
is sound practice to make a smaller 
unit do the job until sales volume 
is such as to warrant larger ma- 
chinery. The point is that busy ma- 
chinery means low operating costs, 
while idle machinery means high 


operating costs. 
The Truck Cost 


Let’s now consider our trucking 
business. I say “trucking business” 
because from the point of view of 
purchasing and maintenance we are 
truckers just as much as any truck- 


ing concern. Just because our main 
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YOU 6 
BOTTLES PER CAPITA 
MINIMUM IN YOUR FIRST 
YEAR OF OPERATION 
WITH DAD’S PLAN! 


4 Dad's Franchise gives you 
BIG VOLUME PLUS BIG PROFITS! 


HUNDREDS OF 
SUCCESS STORIES! 


62 New Markets 
opened in 1950 


They investigated and acted, 
Why not you? — 


Write, wire, phone, or mail coupon for 
full details about Dad's guaranteed 
Franchise Plan. 
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. : Dad's Root Beer Co., Franchise Di ! 
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TH ER Yes! give us complete information on DAD'S Cuaranteed Franchise 
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For full, satisfying flavor that makes you think of 
ripe grapes... For eye-catching royal purple color 
... For the flavor with year ’round sales appeal... 


Use 
TheoNett 


imitation 


GRAPE 


flavor base 


This fine, easy-to-mix flavor has been getting 
volume and earning money month in and month 
out for bottlers everywhere. 


*/t will help you stop that off-season drop 


‘ Vi For 6l eats makers 
eo ett & Co. of fine flavor bases 


330 N. ASHLAND AVE. » CHICAGO 7, ILL. and extracts. 


function is to produce and sell soft 
drinks doesn’t mean that we can 
afford to neglect trucking costs any 
more than a transport company can 

One prime requisite to an econom- 
ical operation, is to select the proper 
piece of equipment for the job on 
hand. This decision is dependent 
on a good many factors. For exam 
ple the number of cases to be 
carried ... the type of terrain .. 
expected mileage, and so on. 

I believe the best method of tack- 
ling this problem, is to first, list 
all the data you have on your own 
operation. This should include the 
weights of your cases, full and 
empty; the number of cases you 
wish to carry on the truck when 
fully loaded, the type of roads the 
truck will travel on, and whethet 

is to be primarily used in the 
city or country 

Then call in the truck salesmen 
one at a time, and discuss your 
complete operation with them; give 
them the necessary data, and ask 
for their recommendations. When 
each salesman has made his recom 
mendation, make sure he tells you 
how the actual pay load you wish 
to carry compares with the permis- 
sible load for the truck. A beverage 
truck normally starts out with a 
maximum load which rapidly de- 
creases as the salesman sells his 
goods. Consequently, it is my be- 
lief, there is no harm in overload- 
ing the truck by 10 or 15% at the 
start of a route. If the percentage 
overload is consistently kept ove 
10 or 15° you can expect high 
vehicle operating costs 

When the right truck has been 
purchased, then comes the problem 
of seeing that it is properly main- 
tained. Here again, due to the pres- 
sure of business, the poor old soft 
drink truck is often sadly neglected, 
particularly during the summer 
months 

Plenty of cash can be saved by 
seeing that proper lubrication is 
carried out according to the manu- 
facturer’s instructions. 

Nowadays an 8.25 x 20, 10 ply 
tire costs approximately $140.00 
I wonder how many of us have lost 


$70.00 of that $140.00 by not check- 
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Inge tire 
week 
Most manufacturers can supply 
record books. 
These are simple to keep up to date 


pressures at least once a 


free-of-charge cost 


and will serve as a basis of cost- 
comparison between trucks in your 
fleet. Sudden drops in gas mileage, 
etc., will show up, enabling you to 
have the vehicle looked after before 
serious damage occurs 

One other point with regard to 
trucks. The seasonal tendency of 
the soft drink industry can con- 
tribute to higher distribution costs 
It would be 
nice to have sufficient trucks to put 


unless watched closely 


ont lots of extra routes during the 
peak month of the vear. But pay- 


ing 3,000 dollars for an extra truck 


and body that is only needed for 
one or two months of each vear can 
play havoc with your distribution 
costs. On the other hand, nobody 
wants to lose sales due to a short- 
ue ot route trucks One way 
around this is to rent a truck for 
the peak month or two 

You know, when you think of it, 
this bottling industry of ours is 
quite a business. It is undoubtedly 
one of the most seasonal. Even the 
canning industry, which produces 
all its goods in a few months, can 
at least shut its doors for the re- 
mainder of the year, and not worry 
ibout such things as keeping costs 
down during the off season. 

On top of this, in our business, 
we must be able to produce and sell 
approximately 40° of the total vol- 


ime during three months of the 
year 

Herein lies the greatest challenge 
to every bottler, big and small. That 
challenge is to arrange his plant 
his machinery his personnel . . 
and supplies, in the proper manner, 
so that seasonal production can be 
handled with the greatest possible 


economy 


Flexibility Is the Key 


Fleribility is the answer to this 
Flexibility in your plant layout; so 
that with a minimum of space and 
cost, you can efficient!y handle large 
ind small production, and shipping 


ind receiving. Flexibility in ma- 
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chinery. Don’t tie yourself down to 
a bottling line, or lines, that are too 
expensive to operate during those 
off season eight or nine months. 

Keep a 
permanent 


Flevibility in personnel. 


small . efficient 


crew, just large enough to handle 
off season business. Hire tempo- 
rary help during the summer, and 
use your permanent crew as a nu- 
cleus from which to expand. 

Flexibility of supplies ... don’t 
over-purchase . . . attempt to pur- 


chase just sufficient bottles and 
shells so that you are uncomfort- 


ably short of containers during the 


four peak weeks of the year. I am 
sure that you will agree that it does 
not pay to buy sufficient bottles to 
carry you through the peak week 
end in the year and then let those 
same bottles sit idle for the remain- 
ing 362 days in the year 
_It is far more economical to put 
on a strong campaign for the re- 
turn of empties and to spend a few 
worrisome weekends wondering 
how on earth you are going to get 
hold of enough empties to keep the 
machines rolling. 

In closing, I would like to say 
again that the greatest single wea- 





seed to owe 





we ore pir" 
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Ale available . . 













You owe it to yourself and to your trade to bottle the best Ginger 
. and that means "Old Antique”... 


Down through the years, hundreds of bottlers have made friends 
and PROFITS by building and keeping a Ginger Ale volume, 
secure in the knowledge that no other brand can beat “Old 
Antique" for flavor, for bouquet, for downright satisfaction. 


And "Old Antique” has the unique distinction of carrying 
the endorsement of the American Medical Association's 
official publication "Today's Health". . . 


Invest a minute and a three-cent stamp to write for 
full details about this distinctive Ginger Ale and the 
profitable volume it can bring you. Just say, ‘Tell me 
about "Old Antique”... . 


BLUE SEAL EXTRACT CO., Inc. 


CAMBRIDGE, MASS. 


For you... 
and your 


customers ... 
“A Million 
Dollar” 


Ginger 


Ale. «. 








4] 





TRUCK SELECTION 


Selecting the proper truck for the job at hand is an important step 
towards reducing distribution cost. Among factors to be considered are 
the number of cases to be carried, the type of terrain, and expected 


mileage. 





pon for 


| reducing production costs 


is cost analysis. Only by knowing 
what your costs were are 

and will be can you effectively 
lower them. Cost analysis does not 
necessarily mean accountants and 
bookkeepers. In principle, it can be 
followed by the smallest bottler by 


simply being cost-conscious 


Illinois Service Club 
Names New Officers 


The sottler’s Service Club of 
las announced the election 
following officers for the 
yeal 

Robinson, Wyandotte Chem- 
President; H. T. Mo- 


Company, 


Corp., 
Liquid Carbonic 
President; Jim L. Reynolds, 
ited Extract Laboratories, Sec- 

tary; and Erwin Blitzstein, Con- 
tinental Glass Company, Treasurer. 


Sol H. Lask, Fer- 


dinand Gutmann & Co.; Robert Ser- 


Directors are 


lin, Crown Glass Corp.; and Karl 
Hochstadter, The Hochstadter Com- 


pany 


Coca-Cola of St. Louis Reports 
Net Income Drop 


Coca-Cola Bottling Company of 
St. Louis has reported net income 


for 1950 of $557,100 equal to $1.30 


per share, as against $754,942, or 


$1.74 per share for 1949. The com- 
pany 1m reased its wholesale price 
from 80 to 96 cents per case last 


December 


42 


GY 
Y IIS IINY 


BOTTLER ELECTED 


Barney Cott, Pepsi-Cola bottler, 
and owner of Cott Beverage Com- 
pany at Corpus Christi, Texas, 
has been re-elected for another 
two-year term, as City Commis 
sioner and Mayor Pro-Tem. He re- 
ceived the popular vote of the 
citizens and won by a majority 
of over five to one. This is his sec- 
ond term in office. 


George L. Frazier, president and 
general manager of the Seven-Up 
Bottling Company of Wichita, Kan., 
has been elected chairman of the 
Wichita Bottlers’ Association 

Vrs. Virgil Browne, wife of the 
owner of the Oklahoma City Coca- 
Cola Bottling Company, has been 
named “Oklahoma Mother of 1951”. 
The Brownes, who have six chil- 
dren, celebrated their golden wed- 
ding anniversary last month. 

Vrs. Ruth Kaufmann, owner of the 
Galler Seven-Up Bottling Company, 
Hoboken, N. J., 
to the board of directors of the 
State Bottlers’ Asso- 


was recently elected 


New Jersey 


ciation 


Grey, co-owner of the 


William EB 
Dr. Pepper Bottling Company, Jo- 
liet, Ill, made an excellent showing 
in his first venture into politics, be- 
ing elected County Commissioner in 


last month's election. ... Clifton C 








C.B.I. PRESIDENT 

Abe LaPides, of Suburban Club 
Beverages, Baltimore, Md., was 
recently elected president of the 
Carbonated Beverage Institute. 
The Institute is an association of 
leading independent bottlers. 








Carter, owner of the Seven-Up BKot- 
tling Company of Bryan, Texas, and 
United States Marshal for the 
Southern District of Texas, recent- 
ly completed a tenure of service as 
chairman of the 1951 Boy Scout 
Finance Drive for Brazos County, 
Texas William R. Cov, 
dent of the Coca-Cola Bottling Com- 


pany of St 


presi- 


Louis, has been re- 


elected a director of the Gulf, Mo- 
bile & Ohio Railroad 


CONGRATULATIONS! 


David Rascoff, of Beverages by 
Hammer, N. Y. C., who was re- 
cently re-elected chairman of the 
Carbonated Beverages and Allied 
Trades Division of the United Jew- 
ish Appeal, is congratulated by 
Gilbert B. Dingley, of Crown 
Cork and Seal Co., Inc. Mr. Ding- 
ley was chairman of the 1950 
UJA Christian Committee of the 
beverage industry. 
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Get “Center-of-the-stage” attention with 
colorful “Scotchlite” Reflective Sheeting 


Put your advertising message across with material can match, and it’s INEXPENSIVE! 
smashing impact DAY AND NIGHT! Signs No costly illumination or maintenance . . . car 
made with “‘Scotchlite’’ Reflective Sheeting headlights light up these signs into a mass of 
take over the center of the stage when night glowing color. Motorists begin watching your 
falls. Trees, buildings, ordinary signs fade into advertising as far as half a mile away! 

the darkness to form a backdrop for the flash- Want more details about ““THE SIGN OF 
ing performance put on every night, all night SUCCESS?” See your local sign plant or write 
by these sparkling new signs. today to Dept.NG51, Minnesota Mining & 

It’s a 24-hour-a-day show no other sign Mfg. Co., St. Paul 6, Minn. 






| a , a “SCOTCHLITE” 


same N d . wm Reflective Sheeting wo oe LITE 
Cost Per Month $10 $20 $13 The §corc H 


= ‘ puand 


i mermrtermmrrcedetimme SIGN of = orriECTIVE 
Exposed Circulation 137,500 196,500 213,500 bd 345 SHEETING 


Per Month 








Cost Per M 7¢ 10¢ 6< 

— — THE SUCCESSFUL MEDIUM used by successful ad- 

THE SIGN OF SUCCESS" gives you the largest number of lookers over vertisers all over the country, in all kinds of busi- 
the longest period of time at the lowest cost per looker. nesses. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO 
St. Paul 6, Minn., also makers of “Scotch” Brand Pressure 











; ora 11 ene — ee sensitive Tapes, “‘Scotch’’ Sound Recording Tape. “‘Underseal 
COMPARE COSTS, compare results and you'll see why signs made with Rubberized Coating, “Safety-Walk” Non-slip Surfacing, “3M” 
“Scotchlite” Sheeting are truly “SIGNS OF SUCCESS. Abrasives, “3M” Adhesives 
General Export: Minne Mining & Mfg. Co., International Division, 270 Park A 


LEA RI 





Oe 


GARAGE ADJOINING: COFFEE ROOM 


Works hard day and night to make 


your advertising a success! 


All over the country, signs of sparkling “‘Scotch- 
lite’ Reflective Sheeting work tirelessly through 
then stay right on the job after 


the day... 


ordinary signs quit for the night! 
“SIGNS OF SUCCESS’’—the 
successful medium used by successful adver- 


makes them 


tisers. 


Glorious full-color signs are easily made with 
Flat-top Sheeting and transparent 


*‘Scotchlite”’ 


NEW SMOOTH-SURFACED re- 
flective sheeting looks and feels 
like baked enamel. Easy to 
clean and maintain; ideal for 
reflectorizing truck fleets, place- 
of-purchase signs, wall signs. 


That’s what 


TRADEMARKS, PICTURES, 
emblems of all kinds can be 
reproduced in their true colors. 
Give your outdoor advertising 
new life, new vitality, new 24 
hour-a-day effectiveness! 


colors. These new colors look opaque by day. 
At night they reflect headlight beams in full 
color... 
motorist on the road. 

Your local sign plant can tell you all about 
this new reflectorizing method, or we’ll be glad 
to give you the story direct. 
NG51, Minnesota Mining 
6, Minn. 


put on a brilliant show for every 


Just write Dept. 
& Mfg. Co., St. Paul 
Today! 


The ScOTCHLITE 


SIGN of EFLECTIVE 
SUCCESS SHEETING 


USED IN ALL 48 STATES on traffic signs, : 
ing displays, trucks and buses, railroad cars and 
diesels, grz ade c — signs. 


i & MFG. CO 
a _ Brand Pressure 


Abrasives 
Mfg. Co 
York 17, ? 


Adhesives. General E fe Minn. Minin 
International Division, 270 Park Avenue, 
Y 








N. B. G. Goes To 


Fm Pacific-washed city of San 


Diego, California, has four major 


and almost equal props under its 


economy 1 the Navy; (2) in- 
dustrial production; (3) agricul- 
ture; (4) the tourist trade. Be- 


cause of these four factors, all of 
which have shown steady and sub- 
stantial growth, the city of San 
Diego, and San Diego County, with 
its population of 535,967, is a larger 
market than the States of New 
Hampshire, with a population of 
529,881; Vermont, population 375,- 
786; Delaware, 316,709; Wyoming, 
288,707 and Nevada, 158,378. It 
provides, for the city’s even dozen 
bottlers, a good stable market, eco- 
nomically and weatherwise. The 
twelve bottlers sold, according to 
N. B. G. estimates, 3,100,000 cases 

1950 and have as a group shown 
about a 40°) increase in sales since 
1940 

Why this should be so is shown 


by the record of the city’s indus- 
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@ Another N.B.G. on-the-spot city market study (No. 27) 








MARKET FACTS SAN DIEGO, CALIFORNIA 


Total bottling plants 12 
One brand plants none 
Independent brand plants ] 

Trucks operated by bottlers (including reserve) 131 

Total employees Winter 175; Summer 212 

Retail Outlets, San Diego County (estimated) 4,635 

Population 

San Diego 321,485 
San Diego County 535,967 


Total Retail Sales, 1949: 
City, $474,000,000; County, $678,000,000. 
Soft Drink Sales, San Diego (N.B.G. estimate) 
1941 $1,860,000 
1950 3,100,000 
Brands marketed in San Diego: Bireley’s; Canada Dry; Circle F; 
Clicquot Club; Coca-Cola; Dads; Delaware Punch; Dr. Pep- 
per; Dr. Swetts; Fruit Bowl: Grapette; Hires; Mason’s; Mis- 
sion; Nehi; Nesbitt’s; Nugrape; Orangette; Pepsi Cola; Par-T- 
Pak; Polar Pak; Royal Crown Cola; Seven-Up; Squirt: Ver- 
nor’s: Wonder Orange. 











"Our Evans Keater ts Oue 


Item We Coulda Not Replace” 


Read This Enthusiastic Letter About 
Evans Automatic Heating Units 
From Dr. Pepper of Danville, Kentucky 


@ When satisfied users of Evans Units write us letters 
like this, what else is there for us to say? The Evans Unit 
IS the answer to solution heating problems! Read what 
Mr. Dunn says—then write us for complete details! 


xG COMPAN 


DANVILLE, BENTUCEY 
ror 


y, INCE yRPOR ATED 


pr. Pt PrER pol rm 
~~ January 13, *° 1 








This revolutionary solution heating 
unit burns gas. Holds temperatures 
automatically; just light it and for- 
getit. There is a size for every need. 


@anaanages 


COMPLETELY 
AUTOMATIC! 


The Evans Unit replaces expen- 
sive, troublesome boilers. Saves 
fuel, saves time, saves labor, 
saves bottles. Pays for itself 
many times over! Write for 
descriptive literature and let us 
give you names of Evans owners 
near you. 


Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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trial growth. During the past dec- 
ade, San Diego has become Amer- 
ica’s greatest naval operating base. 
The Navy, Marine Corps and the 
Coast Guard are all represented. 
Here is located America’s greatest 
naval training station, where Navy 
recruits from all States west of the 
Mississippi River receive their 
training. Here also is located the 
Navy’s largest air base. San Diego 
is the home port of Uncle Sam’s 
warships, including light cruisers, 
aircraft carriers, .destroyers, sub- 
marines, repair shops, floating dry 
docks, tenders, oilers, etc. Located 
around the semi-circular San Diego 
Bay are many great Navy shore 
stations, including the fuel depot, 
the radio station, the training sta- 
tion, the fleet Marine base, head- 
quarters of the Eleventh Naval 
District, the great base hospital for 
the entire Pacific fleet, and the de- 
stroyer base. These great naval 
installations bring to the city many 
thousands of visitors and tourists 
annually, and a very large portion 
of the navy payrolls—$97,000,000 
annually—are spent in San Diego. 
$42,000,000 of that payroll was paid 


to civilians employed by the Navy. 


Aircraft Center 


Industrially, San Diego has be- 
come one of the nation’s most im- 
portant aircraft manufacturing 
centers, since here are located Solar 
Aircraft Company, Ryan Aeronau- 
tical Company, and the Great Con- 
solidated Vultee Aircraft Corpora- 
tion. The Navy's big off-shore pa- 
trol bombers are also made here. 
Aircraft production resulted in 
sales of $105,000,000 in 1949; the 
tuna pack (San Diego is a focal 
point of the southern California 
fishing industry) was valued at 
$58,000,000, and ship building and 
repair at 5% million dollars. San 
Diego industries in 1949 had a $78,- 
000,000 industrial payroll. 

Agriculture, with products valued 
at more than $62,000,000 in 1949, 
helped place San Diego County 22nd 
among the 3,069 counties in the 
United States in value of agricul- 


tural production. This was derived 


May, 1951 






from field crops, $2,445,312; truck and nuts, $13,214,038 and miscel- 
crops, $14,773,353; dairy products laneous, $4,225,300. 
and live stock, $27,733,450; fruits Tourists spent a total of 


Top—Dr. Pepper Bottling Co. bottles three other franchises and a private 
brand line. Center—A San Diego show plant is that operated by Canada 
Dry Ginger Ale Co. Its corner location makes it possible to view both 
office and bottling departments from the street. Bottom—Smallest plant 


in town is operated by Polar Pak Beverages. The entire machinery layout. 


plus case storage, is compressed into a 20 x 30 foot area. The building 
shown houses at least four other businesses, all operated by the same 
owner. 





$54,- 
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ATTRACTS 
ATTENTION 


to Your 
Bran? , 


_“ 


i 


by visi 


navigator 


t 


Diego 


The tourist 


a phenomenal in 
! 


1929 only $15,000, 


ors to this 


the 


Sometimes 


“birth 


“Plymouth Rock of 


was dis 


Rodriguez Ca- 


in 


1542. The 


first name of the city was San Mi- 
guel. It was changed to San Diego 
in 1602 by Don Sebastian Vizcaino 

The of 


materially 


bottlers San Diego are 


helped by what is 
claimed to be one of the most per- 
fect the 


in fact, 


climates for 


United States 


any city in 
The climate, 
is considered to be the major rea- 
the 


son city’s growth in 
1940) 
94.4 


altitude from sea level 


for popu- 


lation (58 gain over Oc- 


cupying an area of square 


miles at an 


to 822 feet, San Diego has a mean 


The answer to the problem of building steady 


sales is easy. Ask any bottler who wants to 


match his quality product with a container 


of equal value! 


He'll tell you he chooses 


Glenshaw Color-Prints, with the label 


in color on glass . 


. colorful, long- 


lasting brand identity that spells sure sales! 


GLENSHAW GLASS CO., INC. 


GLENSHAW, PA. 


GLENSHAW 


(Q1OR-FRINTS 


CP-26 


summer temperature of 68°, a mean 
of 
Average an- 


winter temperature 55° for a 
mean average of 61 


nual rainfall is 10 inches 


Round Dozen Plants 


In this there 
twelve bottling plants, ranging in 
little 


less than 


setting operate 


size from a two-man opera- 


tion selling 50,000 cases 
a year to the big Coca-Cola estab- 
lishment, whose sales are estimated 
at over a million and a 
Three of the 
either during or 

The oldest the 


is the San Diego Soda Works, 


quarter 
plants were 
the 
plant 


cases 
started war 
postwar in 
city 
established in 1888; the newest is 
the 
which began operations under its 
There 
is a of the 


bottlers that there are too many of 


Mission Bottling Company, 
present ownership in 1948. 


feeling among many 
them in the city of San Diego, and 
fact that 
number of franchise 
sold in both 

The brand 


preceding 


it is a an extraordinary 


brands are 
the 


list 


being city and 


county (see box 


page) shows 25 fran- 
chised brands and 2 private lines. 
Some of the San Diego plants, like 
the San Diego Soda Works, and the 
Dr Bottling 


operate under 4 or more franchises. 


Pepper Company, 
There is a strong competitive feel- 
ing amongst them, and not too high 
a degree of cooperative effort. Nine 
of the twelve bottlers are members 
the 


Association. 


association, San 
Bottlers’ 
the 
fused. Prices on splits range from 
to $1.10, 
points at 90c, 96¢ and $1.00. Quarts 


of a_ local 


Diego Soda 


Pricewise, situation is con- 


ROK with intermediate 


are sold at $1.25 and $1.60, but ac- 
count for only about 25% of annual 


sales. Pepsi twelve sells for 96c, 
Pepsi eight at 80c, while Coca-Cola 
90c¢. 


sells at toval Crown Cola is 


at $1.00. 


Higher Deposits Needed 


Because of the type of territory, 
involving thousands of tourists, and 
the big Navy market, the bottlers 
of San Diego had been experiencing 
As a result, all 


large bottle losses 
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ONLY YESTERDAY when ‘‘knickers’’ were the rage— 


7-UP was just an infant! 





TODAY it’s a 


household word 






throughout America! 


raat 





The 


All-Family 




















the city but one have 
raised their deposits to a uniform 
base of $1.00 per case. The excep 
tion is Coca-Cola, which maintains 
a deposit of 60c, and the manage- 


ment has expressed no interest in 


increasing the deposit on the basis 
that its returns are adequate and 
losses small. Since, with the ex- 
ception of Coca-Cola, the citywide 
deposit rate is $1.00, there has been 


no confusion or resentment in re- 


Top—Seven Up Bottling Co. (also Grapette) boasts of a show place plant 
on one of the town’s main streets. Center—The Bireley’s plant is unpre- 
tentious but well equipped and located. Bottom—Mission Bottling Co. is 
housed in a concrete building in South Diego's south side. 





tail circles and the bottlers ex- 
pressed themselves as happy with 
the arrangement. 

The bottlers of San Diego are 
doing a reasonably good job with 
their merchandising and advertis- 
ing. With its many bars and grills, 
hotels, places of amusement and en- 
tertainment facilities for Navy per- 
sonnel and the tourist trade, a sub- 
stantial portion of the bottlers’ 
sales are made through such out- 


lets. However, groceries and mar- 


kets represent the principal chan- 
Most of the 
bottlers service their routes weekly, 


nels of distribution. 


although some, like Coca-Cola, fur- 
nish twice weekly service. All of 
the twelve plants utilize the ac- 
cepted and productive forms of ad- 
vertising, but concentrate on bill- 
boards,  point-of-purchase and 
painted walls. Newspapers, radio 
spots, television, calendars and 
matches and a few neon lighted 
signs are also employed. In every 
case, advertising is based on a defi- 
nite budget, usually on a per case 
basis Most of the bottlers in- 
creased their budgets during 1950. 
Home trade is being chased by six 
of the bottlers with cartons and six 
of them also use vending machines 
for the usual type of outlets where 
such units are applicable. The auto- 
matic merchandising units are gen- 
erally sold, although some are being 
rented at a charge of 15¢ a case 
This city survey developed that ap- 
1,500 


proximately vending ma- 


chines are being used by San 
Diego bottlers, with Coca-Cola ac- 
counting for 60° of them 
Distribution of soft drinks in San 
Diego is universally accomplished 
through the bottlers’ own sales 
staffs. None of them use distribu- 
tors within the city limits proper, 
although several use jobbers to 
service outlying areas in San Diego 
County. The routemen in all plants 
belong to an AFL union and operate 
on a base pay of $52.00 a week, 
with a guarantee of $67.00, with 
commissions fairly well standard- 
ized at 2c a case out, le back. This 
is, of course, a relatively high base 
compared to other parts of the 


country, and accounts, in part, for 
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the pressure upon the west coast 
bottlers to take the lead in increas- 


ing prices 


Plant Histories 


The San Diego Soda Works is 
the city’s oldest bottling establish- 
ment, being in business since 1888. 
It operates four franchises, Nes- 
bitt’s, which they acquired in 1943, 
Squirt in 1942, Delaware Punch in 
1925 and Dr. Swett’s in 1948. Part- 
ners H. W. Hurd and A. T. 
all products De- 


Baum 
raised prices on 
cember, 1948, lost 40°, in volume 
initially, but still showed a _ net 
Since that 


time, volume has been regained and 


profit at the new price 


a small increase shown over the 
previous year. The Dixie and Loew 
Hydro-equipped plant has a capac- 
ity of 60 cases per hour, and while 
the physical assets are not large, 
the plant is meticulously clean. It 
features a raised loading platform 
with docks especially made to fit the 
trucks so that loading can be done 
with a minimum of case handling. 
The firm concentrates on billboards 
and point-of-purchase advertising, 
which are frequently changed by 
the routemen 

Polar Pak 
city’s most unusual bottling plants. 


Beverages, operated 


Scudder, is one of the 


The bottling plant facilities occupy 


a raised platform at one side of the 
building, which also houses a can- 
dle factory, a large wholesale and 
retail butcher shop, a dry ice plant, 
an ice business, frozen food lockers, 
a short order restaurant and an 
ice cream jobbing business. All 
these enterprises are also owned 
and operated by Mr. Scudder, who 
can generally be found at the cash 
register in the restaurant. This 
shop, incidentally, in addition to 
selling the Polar Pak Beverages, 
sells all the other brands made in 
town. The private line is supple- 
Wonder 
franchise, which was acquired in 
1950. Mr. Scudder pays little at- 


mented by the Orange 


tention to the bottling business di- 
vision of his multitudeness enter- 
prises, and as a result sales are 
estimated at less than 30,000 cases 


annually 


May, 1951 


Dr. Pepper Bottling Company, 
which also operates as Hires Bot- 
tling Company, was originally es- 
tablished in 1941 and is owned by a 


partnership composed of R. Platt, 








and D. D. Green. The plant pro- 
duces four franchise lines Nu- 
Grape, Fruit Bowl, Hires, Dr. Pep- 
per and a private brand line, “Cir- 
cle F” 


, in four flavors. It operates 


Top—most beautiful plant in town is Coca-Cola’s. The wall surrounding 
the truck yard is put to use for advertising purposes. Center—the 63-year 
old San Diego Soda Works has a neat little plant with modern truck 
loading facilities. Bottom—Clicquot Club Bottling Co. was established in 
1947 and is operated by a World War II veteran. 








No matter wher 
you are... 


- 
T HERE are no “out of the way places” 
as far as Crown is concerned. We've made 
sure of that by establishing a network of 
branch warehouses and sales offices that 
effectively covers the nation. No matter whether 
you are far or near, large or small, you’re 
sure of getting SERVICE from Crown. . 
service that is unequalled-in the industry. 
Behind these service and distribution 
facilities are four modern manufacturing plants. 


Our great headquarters plant in Baltimore 





is the largest crown cork manufacturing 





plant in the world. The other plants are located 


in San Francisco, Los Angeles and St. Louis. 


In normal times, these facilities have 
attracted thousands of customers to Crown. 
In times of stress or national emergency they 
are your best assurance that, if you can get crown corks 
anywhere... you can get them at Crown. 
Crown Cork & Seal Company, Baltimore 3, Maryland. 


Originators and World's Largest Makers of Crown Corks. 


a Th, walt 


we. Make your next order 


yore ter, 
Weeecdd 
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A WORLD-WIDE ORGANIZATION.... 


Supplementing these domestic facilities is the Crown Cork International 
Corporation, a subsidiary that maintains the following factories with 
branches and agencies in all parts of the world 


London, England Sao Paulo, Brazil Paris, France 

Tredegar, Monmouth, Wales Merxem, Antwerp, Belgium Natal, Union of South Africa 
Southall, Middlesex, England Deurne, Antwerp, Belgium Johannesburg, Union of 
Toronto, Canada Cabo Ruivo, Lisbon, Portugal South Africa 

Montreal, Canada Amora, Portugal Rotterdam (Zuid) Holland 
Winnipeg, Manitoba, Canada San Feliu de Guixols, Spain Casablanca, Morocco 

Rio de Janeiro, Brazil Viry-Chatillon (S. & O.) France Atzcapotzalco, D. F. (Mexico) 
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The Nehi Bottling Co. and Vernor's Bottling Co. are small but neat and 
centrally located. 





SIX trucks 
Diego 


approximately 


throughout the San 
district, 
1,750 


machines and the six-bot- 


County servicing 
outlets 25 
vending 
tle carton help to drum up business 
rhe firm is a consistent user of 
most common forms of advertising, 


and during 1950 undertook to do 
sampling through its own route 
salesmen, reporting a very favor- 
eaction. The advertising ap 
propriation is on a gallonage basis 
ind Was increased during 1950. A 
Cem 20 filler is the mainstay of the 
bottling line 
The third largest bottling plant 
establishment in San Diego is the 
Pepsi-Cola Bottling Company, 
Which in December 1950 moved into 
a new plant at 1858 Newton. Origi 
nally established in 1936, at which 
time the Pepsi-Cola franchise was 
acquired, the plant is owned and 
operated by Frank Alessio, whose 
reputation tor outspoken frankness 
on all matters concerning the bot 


tling business, and for his practical 


54 


jokes, have extended far beyond the 
borders of California. A very ac- 
tive member of the California State 
Association and the local San Diego 
3ottlers’ Association, Mr. Alessio 
has been beating the drum of late 
for higher prices and deposits and 
looks with jaundiced eyes on those 
he says “cannot see the handwrit- 
ing on the wall”. Pepsi-Cola sales 
locally are promoted by newspaper 
advertising, spot radio, television, 
street car signs, and by billboard, 
painted wall and point-of-purchase 
advertising, the latter being 
changed every two months by the 
route salesmen. A frequent activity 
is store demonstrations, using spe- 
cial personnel. Annual sales are 
fast appreaching the half million 
mark and are distributed through 
2,500 outlets serviced by the com- 
pany once a week 

The second largest plant in town 
is Star Beverages, which bottles 
Seven-Up, 


Grapette, Dad’s and 


Orangette. The business has grown 


like Topsy since its establishment 
in 1924. At present it operates two 
bottling lines, one a 40-spout, three 
years old, and the second a 28-spout, 
fifteen years old is used for quarts 
Carroll B. and 
Mabelle Deem priced all their goods 


Owners Harry L., 


during 1950 at 90c, with the excep- 


tion of Grapette, which sold for 
$1.10. Its 19 trucks range the en- 
tire San Diego county territory, 
servicing 3,500 outlets. It uses every 
known form of advertising, and has 
put 300 vending machines into the 
market, most of which were sold, 
and the rest on a rental basis. The 
big plant on El Cajon Blvd., a main 
San Diego traffic artery, is quite 
attractive, and the result of fre- 
quent building improvements. 

On the same street, and a half 
mile away, is the number one San 
Diego plant in terms of size, appear- 
ance and sales. It is the Coca-Cola 
Bottling Company, a corporation 
with John M. Jones as president 
and William H. Jones as secretary- 
treasurer. One 40-spout line and one 
50-spout line, the latter installed in 
1946, operate at a capacity of 500 
bottles per minute, producing Coca- 
Cola at 


a million cases. As could be ex- 


an annual rate of well over 


pected, the company is the largest 
user of vending machines in the 
city, with over a thousand installa- 
tions to its credit. Servicing of its 
3,500 outlets is accomplished by 60 
trucks which make twice weekly 
deliveries. The advertising program 
follows the customary Coca-Cola 
pattern, with a= slight leaning 
towards novel promotions like the 
sponsorship of sport teams and the 
sale, both direct and through de- 
partment and five and ten cent 
stores, of the miniature Coca-Cola 
cooler music boxes. The plant is a 
beautiful one, painted a_ brilliant 
white and the big truck yard is en- 
closed by a high solid wall incor- 
porating, at the street corner, a 
20 foot animated advertising space 
which is periodically turned over 
to the use of civic and hospital fund 
drives, the Red Cross and so on 
Nehi Bottling Company, estab- 
lished in 1933 by H. J. Waters, has 
15 vending machines in operation, 


National Bottlers’ Gazette 














NEHI CORPORATION 
COLUMBUS, GEORGIA 
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and actively promotes the six-bottle Seven-Up Stages Annual 


carton It produces the complete Developers’ Meeting 
Nehi line in the 12-ounce size, the 

Par-T-Pak line in 32, and R. C. Cola Seven - Up developers from 
in 12, the 12-ounce selling at $1.00 j throughout the United States and 
ind the 32-ounce quart at $1.25 : several foreign countries attended 
The equipment is based on 24-spout the sixth annual meeting of Seven- 
Cem Up developers, March 16 and 17, in 

Using a Liquid 12 head, the — St. Louis 

Clicquot Club Bottling Company at The meeting was sponsored by 
1879 Logan, is owned and operated the parent Seven-Up company, 
by Joseph and Santo D’Agosta. It which maintains offices in St. Louis 
is one of the city’s newest establish- abs 

ments being started in 1947. It con- : Phere was a “show, place and 


; : win” atmosphere around this year’s 
trasts strongly with the big Can- 


é ; successful gathering of Seven-Up 
ada Dry Ginger Ale Company plant, Frank Alessio, West Coast firebrand ar ga : , 
Which is pressing the leaders in and Pepsi Cola bottler. is a shirt- developers. The meeting was termed 
sleeve bottler with few illusions. He “The Seven-Up Developers’ Derby” 
recently moved his business into a : : : 

top three. Physically, the Canada new plant. and the turf motif was carried out 


San Diego for a spot among the 





Dry plant follows the usual format in the handsome meeting program 
main O1lO ~ e sua or a 

; ‘ Which listed sales scussions un- 
with a corner entrance building one Company which also operates unde? sui isted sales discussions u 
ler such headings as “Sweep- 


stakes,” “The Pay-Off Window,” 
and “Three Men on a Horse.” 


side of which is occupied by the Selfast Bottling Company, com- 
office and sales room facilities, and plete the roster of the San Diego 
the other by the bottling plant and plants. The latter, operated by C 
warehouse facilities P. Thomas, was purchased by him Developers came from — such 

Bireley’s Beverages of San Diego, in 1948 and produces both Mission places as Buenos Aires, Argentina, 
Inc., Vernor’s Ginger Ale Bottling and a line of seven flavors in 12 to Montevideo, Uruguay, and a num- 
Company, and the Mission Bottling 29 ounce packages ber of Canadian cities 


... draws the eye 
to Impulse Items 


Sta nge Color puts the SELL 


in Impulse Sales. 


The Best 
Money Can 
Buy Because 
It’s Built By 


Write for 


PEACOCK "ecsAceseg CERTIFIED ae 
BRAND FOOD COLORS 


KISCO BOILER & ENGINEERING CO. 


2414 DeKalb St. St. Louis 4, Mo. 
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A Double-Cola Franchise for Mexico covering an opera- 
tion of 12 Franchised Plants is signed by Carlos Guajardo. 
Standing left to right is Ricardo Guajardo, C. D. Little, 
resident of the Double-Cola Company of Chattanooga, 
essee, and Randolph Slaughter, —_— rep- 


tative in Mexico. 


anquicia de Doble-Cola por Mexico cubiendo un ° 
ion de doce franquicia plantas es signado por el : f 
arlos Guajardo. En pie la izquierda a la derecha 
yuajardo, C. D. Little, Presidente de la 
npania de Chattanooga, Tennessee, E. U., 
ughter, el resentativo de la firma en 


LES SALUDAME 
CASA CUASAK 


u, Casa ciecte, S. A., for your wise decision. Y 
p pace with the ever i@Wfeasing demand for an ou 
ion to justify this demand for your people and w 


ble-Cola. 7 a 


uajardo, S. A., por su decision sabio. Su decision en € 
quicia de Doble-Cola para que Ilevar el paso 
DRINK demangy por un promgiente cola de probado d 


DOUBLE 





Co 





bora esta en un posicion justificar este demand 
mos que gozaran el excitando sabor de Doblé 


* 





Congratulaciones, 


nan 





Es 
a 


COLA ill 
THE DOUBLE-COLA COMPANY 





{ 
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Class 45. 
Soft Drinks and Carbonated Waters 
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Malt Beverages ann Liquors 
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WMauy lndustriial Sugar Users 
Lo tncwased proget! SUBSTANTIAL PAYMENTS 


RECEIVED REGULARLY 


| 
| 


FIRM SALVAGE PRICES 
FOR MONTHS AHEAD 


RELIABLE DEALER 
NEAR YOU 




















Hundreds of Sugar Users 

throughout America are profiting from 

the use of cotton bags. They're stronger 

(the only type used for export). They're easier to handle, 
stack, and store! And, your employees prefer them! 
They have high resale value to reliable Bag Buyers the 
country over. Check today with your sugar supplier for 


details on nation-wide Cotton Bag Salvage Plan. 


611 Davis Street 
Evanston, Illinois 





To Be Sure—— 


Gc KELVINATOR 


BEVERAGE 
COOLERS... 


Get Kelvinator Beverage Coolers and you are sure of product ° ° — ° 
dependability backed by 37 vears of experienc e in designing. a Nation-wide Distribution! 
engineering and building low temperature equipment! And only 

from Kelvinator ean you get a Beverage Cooler Program that 

vives you four BIG advantages and a plz that is ideal for vour 4 4 2 

gives vou four BIG advantages ane "| in tha . idea r ’ ur be Time-proved Financing — 
specific needs. Consider these benefits: ... Near-at-hand service 

and sales assistance from Kelvinator’s nation-wide network of 

14 distribution points... Your choice of time-proved financing Meter Plan 

plans—and the popular METER PLAN (which offers your dealers 

ownership of Kelvinator Coolers for only a few cents a day - m 

... 5-year warranty on Kelvinator’s world-famous. trouble- 4 Service and Sales Assistance 
free Polarsphere cold making mechanism. Yes—ToO BE SURE of 


getting dependability in beverage coolers . . . and an all- 


inclusive program... GET KELVINATOR! 


Po get started—just mail the coupon below . . . Topay! « 5-Year Warranty 


Beverage Cooler Department, Nasn-KeLvin ator Coreor ation 


14250 Plymouth Road, Detroit 32, Michigan 

Gentlemen: Please send me pricing information on the new Kelvinator 
Beverage Cooler. Als 
booklet “Bottlers’ 


sell, service and finance 


»send me without cost or obligation your Hlustrated 


Operating Guide™ containing information on how to 


Cuf out coupon. my own Cooler Program. 


Paste on penny post 
card and mail today! 


Mail this coupon today —and 
receive by return mail this 
booklet crammed full of valu- STREET ADDRESS 
able information on how to 
sell, service and finance your 


own Cooler Program. 


—— ee ee ee ey 
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As vending operations grow 
Watch That 


Maintenance! 


in size, preventative main- 
tenance becomes more and 
moreimportant. Whilesome 
bottlers are apt: to take an initial short-sighted view 
that the job of preventing equipment breakdowns is an 
unproductive cost burden, they soon find that, in actual 
practice, maintenance easily pays its way. For example, 
during a summer month, a plant with close to 500 coin 
coolers in industrial sites found that it had experienced 
a ratio of 1 service call for every 5 vendors on location. 
An analysis of the causes of these troubles showed that 
better than 55° of the out-of-ordér calls could be 
traced to dirty coin mechanisms. It soon became ob- 
vious to this plant that by instituting a program 
whereby such units are cleaned periodically, many of 
the profit-eating service calls could be eliminated. Re- 
member that when a machine is out-of-order, it not 
only is unproductive as a sales tool but generates ill- 
will from disatisfied would-be patrons. As in the case 
of the bottler’s plant machinery and trucks, preventa- 
tive maintenance on vendors will pay dividends. 


Following several years of 
Bottle-Into-Cup experimentation with test 

models of a bottle-into-cup 

vendor, the Vendo Co.(Kan- 
sas City) recently completed its first production run 
of these machines. The unit automatically de-caps a 
bottled drink in the coin cooler and pours it into 
a paper cup, which is then vended to the patron. Thus 
far, the machine has been used to dispense Coca-Cola 
exclusively, and the initial output of the Vendo “de- 
capper” model has been channeled to about half a dozen 
Coke bottlers, with the largest concentration currently 
going out on location in the Indianapolis territory. The 
machine serves 192 drinks. 
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VENDOR AND) COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

costs 
SERVICING 

NEW MODELS 


Several cup vendor manu- 
facturers are reported to 


Navy Tropical Test 


have received “trial” orders 

from the U. S. Navy for 
models of their machines designed to see service in 
tropical shore stations. One of the major specifications 
calls for specially-protected electrical wiring to coun- 
teract excessive moisture and fungus growths. An 
initial test is tentatively set for Guam, and if the 
machines operate successfully, the Navy may decide 
to install similar equipment in many of its Pacific 
bases to supplement manual Exchange facilities. 

* * * 

While vending machines 
—— serve asa permanent point- 
of-purchase advertisement 
for a soft drink brand, they 
can also be used to tie-in with any temporary sales 


DAD'S IN COLLEGE 


Dad's Root Beer reports that it's a favorite with students 
patronizing the multi-flavor ColeSpa cup vendor at 

yola University, Chicago. Coca-Cola and Canada 
Dry Orange round out the machine's menu. 








campaign that a bottler might be conducting. In the 
Miami, Fla. area, the local Dr. Pepper Bottling Co. 
recently placed illustrated circulars on the front of 
many of its coin coolers to plug its offer of a baseball 
premium in return for 3 crowns and a quarter. Utilized 
in conjunction with an overall campaign via other 
advertising media, the move attracted considerable 
attention from traffic passing the machines and spurred 


sales at the vendors 


It’s a 20 cent per case rental 
20-Cent Rental Rate rate for selective vondeen 

spotted in the Austin, Tex. 

territory by Sandahl Bev- 
erages. Featuring Ideal (Bloomington, Ill.) equipment 
to dispense its line, the plant vends Pepsi-Cola, Hires, 
and Sun Tex flavors. Schools and laundries are ranked 
as the top volume producers by bottler Charles L 
Sandahl, and he notes that during a recent week one 
laundry site accounted for 19 cases of beverages 
within a 3-day period. Operating equipment in some 
locations which also house rival single-drink vendors, 
Mr. Sandahl reports that, in such side-by-side in- 
stances, his selective machines outsell the competitive 
coin coolers by as much as 4 to 1 


* * 


Out in Huron, S. D., the 

School Site Set-Up Nehi Botfling Co. ane ee 
a good source of vendor 
volume in public schools. 
Installed on a rental basis, the plant uses Ideal (Bloom- 
ington, Ill.) equipment to vend Royal Crown Cola and 
the full line of Nehi flavors in 7-oz, bottles. Mrs. Susan 
Nordby, who heads the firm, reports that the vendors 
ire stocked by location personnel, such as students 
janitors. During summer vacation periods, when 
the schools shut down, the coin coolers are shifted to 
warm-weather locales, primarily amusement sites 
Other spots that Mrs. Nordby has found profitable for 
these automatic merchandisers include several packing 
plants and the local court house. With some two dozen 
coin coolers in operation, this company prefers to 
rent its vendors to the outlets, charging 10 cents per 


ase 


M. B. Morrow, who man- 
Bottle & Bulk Build 
Volume 


ages the Royal Crown Bot- 
tling Co: in Sumter, S. C., 
has found that both bottle 
and cup vendors can be used advantageously in that 
territory to open up new outlets and produce “plus” 
volume. In the bottle field, selective Ideal (Blooming- 
ton, Ill 


line of Royal Crown Cola and Nehi flavors, and the 


coin coolers are utilized to dispense a 12-o0z. 


top location for this equipment has been factory sites 
In contrast, single-flavor units are used for cup vend 
ing, with pre-mix Refresh-O-Mats (Automatic Prod- 
ucts, N. ¥ 


flavors 


dispensing non-carbonated Nehi fruit 
The cup machines have proven particularly 


well suited to local theatre needs. Because of the South 


62 


MOVIE MONEY MAKER 

Soft drinks are a source of “plus” profits to the Bronx, N. Y. 
Wakefield Theatre, which has incorporated a 1000-cup 
4-flavor Spacarb (Stamford, Conn.) vendor in its refresh- 
ment stand set-up. 





Carolina tax situation, vendors are geared to 6 and 7- 
cent prices. 


The giant ABC Vending 
Corp., steadily expanding in 
the soft drink vending field 
to the point where it now 


RKO To ABC 


operates over 1,500 cup machines, now dominates thirst- 
quenching in the RKO motion picture theatre chain, 
where it has long controlled refreshment stand opera- 
tions. Following two moves into the loop’s Cincinnati 
and Trenton, N. J. cinemas last year, ABC has now 
taken over drink vending sales in RKO’S New York 
metropolitan picture palaces, which account for 40 of 
the chain’s hundred-odd houses. ABC uses 2000-cup 
1-flavor machines, built to its order by the Square Mfg 
Co. (Chicago 


The Cup Division of the 
National Automatic Mer 
chandising Assn. (NAMA 
is at work on a model mu- 


Cup Machine Code? 


nicipal code which may be used as a guide by cities 
interested in regulating the sanitary aspects of bulk 
beverage vending. This action follows requests re- 
ceived from municipal authorities in various parts of 
the country, and a suggested ordinance is being formu- 
lated by NAMA’s legal staff and Dr. W. L. Mallman, 
Michigan State College professor who has conducted 


vendor sanitation studies for the association. 


In Cincinnati, O., Barq’s 


; Bottling Co., Inc. does not 
Sells Outright actively solicit vending lo- 
cations but follows a policy 
of meeting requests for automatic merchandisers 
with outright sales. Bottler Dick Tuttle points out 
that his firm “will get coin coolers for dealers, at our 
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Put Your Own Bottles to Work in Our 


NEW CHOCOLATE BEVERAGE 
FRANCHISE PLAN 


¢ Get started with practically no investment! 


e Buy a sterilizer as you go, out of 
income from your Chocolate Business! 





For stability and sure-profits through 

normal times and slack periods as well, 

there is no other drink that can com- 

pare with chocolate. More and 

more bottlers every day are 

discovering this fact... and 

their first choice natur- 

ally is the chocolate 

You Can . 4 * drink that is nation- 
Start Bottling y ally known and 
This Popular N naticnelly pop- 
’ Lee 
KAYO. 


Sure Profit Drink 
NOW!... 


AY 


THE Leader in 
Chocolate Drinks 
For full particulars 


for over 25 Years write today to 


CHOCOLATE PRODUCTS CO. 


S123 See es COTT STREET CHICAGO 10, ILLINOIS 
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LOW COST 
OMO COOLERS 


Feature... Advanced Styling 
Completely Assembled 


Customized Colors 
Ful-Vue Flush Top Lids 


a 
This ATTENTION Arresting Cooler 


increases your beverage appeal 


The COMO cooler pictured here reflects the newest 
in LOW cost ice coolers. This cooler adds sales appeal 
to your bottled beverages by creating a clean appetiz- 
ing atmosphere for their sale. 


You get advanced styling, customized colors and ful- 
vue hinged lids when you buy this low priced cooler. 
You also get a cooler that is fully assembled and 
shipped erect. Order your coolers today . . . by plac- 
ing orders now you will insure delivery. 














MAIL THIS COUPON FOR DESCRIPTIVE CATALOG 


COMMUNITY Metal Products Co. 
Dept. A 





1213 Circle Ave. 
Forest Park, Ill. 
NAME 
COMPANY 
ADDRESS 
CITY ZONE STATE 


Seema ewe meee eeee emo oon! 


cost, simply as a good-will gesture,” and such factors 
as the size of the outlet (and its ability to pay for 
the equipment) influence his decision on such place- 
ments. Thus far, the best spots for Barq’s vendors ‘in 
this 


alleys, and meeting halls. 


territory have been factories, schools, bowling 


As U. S. Forces 


strength 


Armed 
Vending Hikes Military continues to 
Sales surge steadily towards de- 


fense program goals, do- 
mestic military installations are experiencing a steady 
personnel build-up, reflected in rising soft drink sales. 
Unofficial estimates place domestic troop rolls at about 
2,000,000, while around $1.80 of the $20 each member 
of the Armed Forces spends monthly in the Exchanges 
(PX’s) 


are playing a key role in expanding soft drink volume 


is tallied by bottled beverages. Coin coolers 


in such sites, and some idea of coverage that can be 
attained is typified in the program of the Dr. Pepper 
Bottling Co. of Independence, Kans. This plant, which 
also bottles 7-Up, has placed 102 vendors in a nearby 
army base. 

* 

Though A. O. Highers, Jr. 
of the Dr. Pepper Bottling 
Co. of Alexandria, La. notes 


Mates Vendors To 
Locations 

that his firm is “young in 
the vendor business”, this plant has over 200 machines 
out on location, with most of them spotted during the 
past 12 months. The majority of its coin coolers are 
4-case single-drink SelectiVend (Kansas City) S-96’s, 
but since this company also bottles Barq’s, it has also 
placed several selective-type Ideals (Bloomington, III.) 
in the territory. Mr. Highers reports that the exclusive 
vendors, which spearhead the Dr. Pepper brand name 
drive, are installed ‘in army camps, hospitals, and 
schools, while selective coin coolers have been spotted 
On the basis of vol- 
ume, he rates the military outlets, schools, and factories 


in service stations and factories. 


as his top three types of vending sites, and most of 
this nickel-mechanism equipment is rented at 10 cents 
per case. With a major competitor’s one-brand ma- 
chines in many of the sites where Dr. Pepper has 
vendors, bottler Highers reports that his plant has 
been obtaining about half of these outlets’ total vol- 


ume, regardless of whether he used a 1-flavor or a 


selective machine alongside of the rival single-drinker. 


Spacarb, Inc. (Stamford, 
Conn.) drew some nice pub- 
State Plugs Spacarb . 

- licity when the firm was 


testimonial- 
Times, N. Y. Herald- 
Journal by the Industrial 


starred in a 
ad placed in the N. Y. 
Wall Street 
Division of the State of Connecticut. 


type 
Tribune, and 
One of a series 
of advertisements designed to attract manufacturers 
to locate in that state, the copy carried photos of the 
Spacarb 4-flavor cup vendor, the firm’s new Stamford 
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plant, and its president, I. H. Houston. Mr. Houston, 


h 

quoted extensively on the merits of the locale to which when you get 

Spacarb moved late in 1950, notes: ‘“‘We make one of | REAL fl 

the newest and most successful kinds of products, an grape avor 
automatic beverage dispenser which serves your favor- 


ite popular drink—hot or cold at the drop of a coin into your drink sls 
at the most convenient places along your workday MORE 
trail.” 24 you get 

To demonstrate via facts- action in your 


ve and-figures the key role 

Vending’s Defense Role : 1 
that vending plays in the 
defense economy picture to ‘. 


Washington officialdom, the National Automatic Mer- 
chandising Assn. (NAMA) recently conducted a sur- 





vey that included responses from some 2,000 operations 
across the country, covering better than 900,000 ma- 
chines of varied types. A final tabulation showed some 
56.53¢ of these units spotted in “defense” locations, 
including 40.62%, in industrial plants, 4.91¢7 in mili- 
tary installations, and 11% in key civilian centers 
(hospitals, transportation centers, governmental facili- 
ties, etc.). Cold drinks were dispensed by 27.34% of 
the 368,347 machines in industrial stops, 41.567 of 
the 44,457 vendors in military installations, 47.01% 
of the 99,754 units in “key civilian” outlets, and in 
60.69° of the 394,037 other civilian sites. On an over- 


all basis, cold beverages accounted for 44.70% of the 


906,590 machines covered by the survey, running a 


close second to the leading combined category of SSE GRAPE 
candy, gum, nut, and biscuit machines with 47.25%. SaaS 


Based on responses to a query as to the age of the bh 
vendors in use, better than 70°; were found to be ry 
more than 3 years old, pointing up the need for con- 


tinued machine production to replace obsolete equip- SALIENT 


ment. This data is being used to drive home the point 
to government agencies that vending is even more has a far greater percentage 
important to the current defense effort than it was 


during World War II, when automatic merchandising of Pure Concord Grape Juice 


was regarded as a morale and production aid. The Through a splendid process, Salient 
survey estimated that over 36,000,000 workers are chemists took al/ the winey flavor 

served with vending machine products, with the out of the real, fresh Concord grapes .. . 
NAMA considering (on the basis of World War II and made Nifty! 


When you get Nifty, you put a// the 

flavor right back into the beverage, and 
give your trade the kind of grape drink 
they’ve been waiting for. Investigate today! 





2 oz. Nifty Grape contains some 
artificial flavoring and coloring 
Tops with workers be- i which are perfectly blended with 
cause they function on , » juice f Concord anes 

: ure juice from Concord grapes. 
a round-the-clock basis P J grap 


to provide speedy thirst- 

quencher service, ven- ; 7 >) 
dors also rate high with SALIENT FLAVORING CORP. 
management since they 45 Suffolk Street, New York 2, N. Y. 
require no attendant and 
oa ¢ Sas = Please rush a trial gallon of Nifty Grape at $10.50, F.O.B. 
production floor space. N.Y.C 

This 10-case Westing- . Sees 

house coin cooler fea- | Name 

tures a National change- 
maker. 


FACTORY FAVORITE 


Wl 


Gentlemen: 


Position 
Address 
City. 
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Diamond Head looks down as 
refreshment flavors recreation 


Where the blue Pacific caresses Waikiki 
. where holiday enchantment vies 
with workaday reality, Coca-Cola reminds the state-side visitor of 
home . . . affords the islander an added fillip to his celebrated hospitality. 
And naturally so.—For Coca-Cola delights 
the knowing everywhere who like to flavor work 


or play with pure, wholesome refreshment. 


a LA COMP-NY 
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experience) all industrial plants covered as potential 
defense plants. 

, * x 
Cole Products Corp. (Chi- 
Cole Buys American cago), marketing the 600- 
Changer cup 3-flavor ColeSpa ven- 
dor, acquired the Ameri- 
can Coin Changer Corp. (Boston). Re-designated as 
the American Coin Changer Co., the changemaker con- 
cern has been shifted to Chicago, where it will retain 
its engineering staff and operate as a separate division 
of the Cole enterprises 


On the basis of best-selling 
Theute Qeend Chae — brands tabulated in 

its 3rd annual survey of re- 
freshment sales in movie 
houses, the “Motion Picture Herald’, exhibitor trade 
journal, has designated certain products as “Theatre 
Sales Champions’. In the soft drink field, these 
awards went to Canada Dry, Hires, Mission Dry, 
Orange-Crush, and Pepsi-Cola, while “runner-up” posi- 
tions were credited to Dr. Pepper, Grapette, 7-Up, and 
Tru-Ade. Though the survey reflected no increase in 
the number of theatres handling soft drinks, sales of 
the product continued to increase at a rate triple that 
of the previous year. As against 92% of all respond- 
ing theatres handling popcorn and 90% candy, soft 


drinks are dispensed in 64.2% of the. cinemas. Cup 


vending was reported on the rise, while over-the- 
counter sales were particularly strong in drive-ins, 
where 95% of the reporting “ozoners” sold beverages. 
* * * 
Pepsi-Cola, which had pre- 
Multi-Drink Cup 
Machines for Pepsi 


viously stressed the use of 
single-drink cup vendors, is 
reported to have placed an 
initial order for 100 multiple-flavor units, which will 
be built to its order by Spacarb, Inc.(Stamford, Conn.). 
Machines are similar to the basic 1000-cup Spacarb 
model, though they will vend 3 instead of 4 flavors. 
While the Pepsi version will retain the Mix-A-Drink 
feature, only the 2nd and 2rd selections may be mixed, 
and Pepsi-Cola must be vended “straight”. With an 
eye on the advertising potential, the machines will be 
finished in Pepsi’s red, white, and blue franchise colors. 
% * * 

Bottlers active in those ter- 
Bar-B-Q & Coolers ritories where barbecue 

outings are popular have 

found a new market for 
sales of portable (picnic) coolers, which hold an iced 
case of soft drinks. In areas where private bar-b-q 
pits are in vogue, either as a backyard fixture or at 
vacation sites, a picnic cooler is an ideal way to provide 
the “natural” combination of cold thirst-quenchers. 
One bottler has been obtaining “leads” on bar-b-q 
cooler prospects from local butchers. 








Model 
1400-WD ELECTRIC 


MANUFACTURED BY 


S.«§. Propwcrts, INc. 


LIMA, OHIO CITY STATE 


P. O. BOX 1047 * 
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EVERAGE 
OOLERS 


MAIL THIS COUPON NOW! 


' Gentlemen: 
Without obligation, please send catalog and prices on QuiKold 
{ beverage coolers to: 


: 
NAME 





ADDRESS 
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anything 


AS YOU NEED IT 


Whether it's new equipment, auxiliary apparatus, something 
along maintenance lines . . 
at lower costs . . 
Lomax engineers. 35 years of leadership in developing quality 
equipment, installations in leading plants, worldwide . . . 
the famed Lomax name for tailor-made service are your assur- 
ance of complete satisfaction 


WRITE FOR CATALOG OR SEND DETAILS 
FOR FREE PLANNING & ENGINEERING 


FRANK B. LOMAX CO., INC. 


3518 N. HALSTED ST., CHICAGO 13, ILLINOIS 


Every job built to quality-controlied standards. 


for the MODERN 
SYRUP ROOM 


WHEN YOU WANT IT 


. or to step up quality production 
. it will pay you to put your problems up to 


plus 





" 


Special tanks. Any 


capacity 








TYPE MOS: ‘'Squat- 
ty'’ Mixing Tank. Side 
or top-agitators. 
Write for details. 


TYPE MS: Side-Agi- 
tating Mixing Tank. 
Bottom - agitating 
types available. 








TYPE PF: Six gpm 
copy. Made in va- 
riety of capacities. 
Write for catalog. 


TYPE Cl: Filtering 
Tank. Twin cylinder 
types also available. 
Send for book. 


TYPE PP PORTABLE 
FILTER: 3 gpm ope. 
Easily portable. 
Send for catalog. 














a 

$4.50 t 

rpercar @ 

IN 4-GAL. LOTS a 

FREIGHT ALLOWED 
ON 8 GALLONS 


ahi 








e RINGLESS 


SELL-ability depends on EYE 
appeal which is the ability to 
attract attention and create de 
sire—and that’s where appearance counts! 
The new, improved appearance of Majestic 
Orange, with the deeper, richer cloud 
gives it a color that glows — 
a true juice-like, fresh fruit 

character that is irresistible 


— 


Produced of the same fine ingredients 

that have made it a leader for years, 

Majestic Orange quality remains the same 

This new appearance adds greater ap 
peal greater volume for you 


Write for a trial gallon of Majestic 
2-ounce Orange, and details of our 
accumulative rebate plan for eco- 
nomical flavor buying. 


C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVE. e 


CHICAGO 40, ILL. 


HALLOWELL 


HEAVY-DUTY 


TRUCKS 
FOR 


TOUGH JOBS 


Tough jobs are easy with these sturdy, 2-wheel HALLOWELL 
Trucks. All-welded, all-steel construction minimizes weight 
(heavier model #738 weighs only 50 Ibs.), cuts main- 
tenance costs, lengthens truck life. Ribbed, angle-form 
steel nose carries heavier pay loads without bending, 
reinforces “UNI-TRUK" at point of severest stress. Two 
popular models: +738 with 8'’ wheels and braced legs; 
#734 with 6"' wheels, no legs. 


Write for Bulletin 718-2, 


IH ALLOWELL 


MATERIALS HANDLING EQUIPMENT 
SP* STANDARD PRESSED STEEL ¢€O. 


JENKINTOWN Si, PENNSYLVANIA 
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Fin expectation that relief from 
the price “freeze” would soon be 
forthcoming enlivened the 29th an- 
nual convention of the New York 
State Bottlers of Carbonated Bever- 
ages, Inc., held in New York City, 
April 9 and 10. Justification for 
that belief was expressed by Eman- 
Booth Bottling 
Company, Philadelphia, in answer 
to a question from the floor while 
he served as a member of a seven- 
man panel, one of the features of 
the New York convention. John J. 
Riley, secretary of A.B.C.B., in a 
brief appearance before the con- 


uel Lowenstein, 


vention, corroborated Mr. Lowen- 
stein and announced, too, that the 
Economic Stabilization Agency was 
seriously considering complete de- 
control. of soft drink prices. Mr. 
Riley discussed a number of other 
related topics, such as the recent- 
ly promulgated order restricting 


crowns to 75%, and the order freez- 
ing bottle mold designs as an aid 
to the glass conservation program. 

Other speakers at the meeting 
who discussed industry questions 
and problems were Edward Wag- 
ner, Cincinnati, Ohio, past presi- 


dent, and at present a member of 


the executive board of A.B.C.B., 
and D. Mitchell Cox, vice-president 
of Pepsi-Cola Company, New York. 
A good portion of the second session 
was devoted to the Panel discus- 
sion, which was moderated by Day- 
ton S. Wilkins of Jamestown, New 
York. Other members of the Panel 


AWARD WINNERS 


Jersey 


Price Relief Forecast 
At N. Y. Meeting 


OFFICERS 


Heading the New York Association for the second year are L. E. Kitch, 
2nd vice-president; James R. Van Schoonhoven, secretary, Homer Davis, 
president, and David Rascoff, Ist vice-president. 





in addition to Mr. Lowenstein were 
A. Turtletaub, president of the New 
Association; William J. 
Kelsch, Brooklyn bottler; Ken Stet- 
ler, president of the Bottlers Ser- 
vice Club of New York and New 
Jersey; Dr. S. S. Epstein of Brook- 
lyn and Mooson Kwauk of New 
York. Messrs. Epstein and Kwauk 
figured in a second feature of the 
convention. They were the recipi- 
ents jointly of the 1950 Chesterman 
Award for technical contribution 


to the industry. They shared a 
$1,000 award and received cer- 
tificates individually, presented in 
behalf of A.B.C.B. by Mr. Wagner. 
The presentation was originally 
scheduled to be made at the national 
convention in San Francisco last 
November, but inasmuch as neither 
Dr. Epstein nor Mr. Kwauk could 
attend the San Francisco conclave, 
it was postponed until the New 
York convention was held. 

Garth O. Shoemaker, president of 


Dr. S. S. Epstein (left photograph) and Mooson Kwauk (right), co-winners of the Chesterman Award, received their certifi- 
cates and checks from Ed. Wagner, A.B.C.B. Board Member. 





May, 1951 





SEALED-IN FLAVOR 


right from California’s sunny groves... 


TORR ee A 
a 
iG 








TTLERS ORANGE 


SODA WATER BAS! 
Comining CARRIED Cnet oH tm 
~ ro 6 Orange Flare 
Beunoate of Sade 
“Contents One U3. Gallen (37851? 
a> saan — 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


Don 
CALIFORNIA Exel alt 


FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California B fohmae E R S 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N.Y. J U I Cc La Ss 
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the Citizens Public Expenditure 
Survey, Inc., and vice-president of 
the Hygeia Refrigerating Company, 
Elmira, warned the bottlers that 
because “at the present time you 
are relatively free from control you 
are becoming a fertile field of taxa- 


SPEAKERS 


New York bottlers were privileged 
to hear Mitchell Cox, (top) v.p. of 
the Pepsi-Cola Co. and well-known 
Rudy Vallee (bottom) who recently 
entered the industry as a sales ex- 
ecutive for “Coffee Time.” 





tion, which is one reason for your 
taking a place in this movement”. 
He referred to a fight against gov- 
ernment encroachment on business 
under the guise of emergency mobi- 
lization which his committee is con- 
ducting. 

Alfred J. Worsdell, Albany, N. Y., 
First Deputy Commissioner of the 
State Department of Commerce, 
had something to say on the same 
subject, but in a different vein. He 
claimed that business is losing its 
prestige with government because 
of virtually undiluted opposition to 
all government activities and pro- 
grams. 

A fine talk on marketing of soft 
drinks was made by Frank W. 
Lovejoy, Socony-Vacuum Oil Co., 
Inc., N.. ¥. C. 

All officers and members of the 
board of trustees were reelected. 
They are: Homer G. Davis, presi- 
dent; David Rascoff, first vice-pres- 
ident; L. E. Kitch, second vice- 
president; Charles R. Racey, treas- 
urer; and J. R. Van Schoonhoven, 
executive secretary. 

Reelected to the board of trustees 
are: Alvin E. Backes, Buffalo; 
Charles P. Coleman, Buffalo; Sam- 
uel S. Freeman, Utica; A. Hersh, 
Schenectady; John M. Joyce, Jr., 
New Rochelle; D. G. Lester, Sara- 
toga Springs; A. Margolis, Brook- 
lyn; Alfred Y. Morgan, New York; 
James T. Murray, New York; 
George M. O’Neil, Jr... New Ro- 
chelle; Samuel Rizzari, Rochester ; 
Norman Seversen, Brooklyn; J. 
Sharnack, Long Island City; Robert 
Taylor, Albany; and Stephen L. 
Vukelic, Jr., Lackawanna. 


NIAGARA BOTTLE 


“Custombilt’”’ s = » can handle any size bot- 


tle from 4 ounce to 5 gallon! Widely used by bottling 
plants, food companies, mineral water, fruit juice, 
bleach and wine bottlers. 


¢ Available in several capacities and sizes. 
Expertly designed and engineered. No jets to clog, solution 
renovator filters solution water every few minutes and dis- 


charges contamination. 
rinse pressure; saves water. 


Two compartment; makes its own 
Completely welded, no castings, no breakage. 


e Write for complete details. 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET 


- - 


Syracuse (N.Y.) Bottlers’ Group 
Elects New Officers 

James Goss of Canada Dry Bot- 
tling Co. was elected president of 
the Syracuse District Bottlers As- 
sociation at a recent meeting of the 
organization. 

Other new officers are: Herman 
Dubnoff, Ma’s Old Fashioned Bot- 
tling Co., vice-president, and Melvin 
Levy, Pee Wee Co., secretary-treas- 
urer. 


Omaha Bottlers’ Group Elects 
William Maus As President 


The Omaha-Council Bluffs Bot- 
tlers Association has elected Wil- 
liam Maus, president of Chipper 
Cola Bottling Company of Omaha, 
as president. 

The new vice-president is Pat 
Paterno. Secretary-treasurer is 
The board of di- 
includes Herb Feierman, 
Paul Federspiel, 
Max Platt, Al Riedman, Harry 
McNally, Mack Gothard, William 
Kaiman and Sy Lonsborough. 


Gayle Sawicki. 
rectors 
Bob Fineberg, 


Gay Paul Keith 

Gay Paul Keith, vice-president of 
the Coca-Cola Bottling Co. in New 
York, died April 3 at his home in 
Jamaica, N. Y. 

Born in Gay, Ga., which was 
named after his grandfather, Mr. 
Keith graduated from Georgia 
Tech, and was associated with the 
State Highway Department for 
two years before joining Coca-Cola 
in New York. 


TOLEDO 5, OHIO 
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“Price Raises Work” 
Marylanders Told 


TAKES OVER 


Abe LaPides, left. takes over the 
reins of the Maryland association 
from W. C. Franklin, retiring presi- 
dent. 





7, a short (one day) fast-paced 
and informative meeting, the Mary- 
land Bottlers of Carbonated Bever- 
celebrated its 30th year 
with a convention held at the Shera- 
ton-Belvedere Hotel, Baltimore, on 
April 7 
and the large group of bottlers and 


ages, In 


Attendance was excellent, 


supplymen heard eight addresses 
by prominent government and in- 
dustry personalities on such sub- 
jects as public relations, prices and 
deposits, Washington developments, 
and general conditions in the in- 
dustry 

Speaking with the background of 
experience, Marvin Blakeney, Jr., 
president of the District of Colum- 
bia Bottlers Association, told the 
Maryland bottlers exactly what de- 
veloped when most of the District 
of Columbia bottlers raised their 
prices. Frankly admitting that there 
were some ill effects, principally 
confusion, and the loss of dealers 
who were already selling at 10¢ a 
bottle, Mr. Blakeney 
that with a 20 
commissions and emphasis on the 


pointed out 
increase in driver 


increased profit to the dealer under 


the new price levels, the future 


business prospects of the D. C. bot- 


tlers look better now than they have 


for many years. 


72 


Among the other speakers on the 
program, C. S. Brinsfield, Commis- 
sioner of the State Food and Drug 
Department and Edwin A. Snyder, 
inspector for the State Board of 
Health, outlined what is expected 
from the bottlers in the form of 
compliance with the State’s regu- 


GOOD ADVICE 


lations, and complimented the in- 
dustry for its high degree of ob- 
servance of sanitary requirements. 
A fine talk on the achievement of 
good public relations, on a_ local 
level, was made by Wm. E. Mankin, 
Public Relations Counsel for the 
Grapette Company, Camden, Arkan- 


was given by C. S. Brinsfield, State Food and Drug Department Com- 
missioner and Wm. E. Mankin, public relations expert of the Grapette Co. 





COLA VEEPS 


E. J. Forio, vice-president of Coca-Cola Co., and D. Mitchell Cox. vice- 
president of Pepsi-Cola Co., were featured speakers. 
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sas, and two inspiring talks on con- 
ditions and influences affecting the 
soft drink industry were made by 
E. J. Forio, Vice-President of the 
Coca-Cola Company, and D. Mit- 
chell Cox, Vice-President of the 
Pepsi-Cola Company. 


Washington developments, includ- 
ing recent control orders affecting 
crowns and bottle mold designs, the 
material and supplies situations, 
manpower and other matters were 
discussed by John J. Riley, Secre- 
tary of A.B.C.B. Mr. Riley devoted 
a good portion of his address to an 
analysis of the price situation and 
a detailed report on the progress of 
the appeal for relief from the maxi- 
mum price regulation filed by 
A.B.C.B. in January 

He confirmed a statement made 
in an earlier talk by M. J. Becker, 
Editor of National Bottlers’ Ga- 
zette, that there was a strong pos- 
sibility for complete decontrol of 
the soft drink industry. Mr. Becker, 
in his talk, stressed that the “wait- 
ing period”, until decontrol or price 
relief is granted, should be used by 
the bottlers in preparation for price 
increases which are made manda- 
tory by the extraordinary, profit- 
erasing conditions affecting the soft 
drink industry. He also briefly dis- 
cussed bottler-inspired tax propo- 
sals in some States and spoke warn- 
ingly of the dangers involved. 


In the elections, Abe Lapides, 
Suburban Club Ginger Ale Com- 
pany, Baltimore, was elected presi- 
dent, succeeding W. C. Franklin, 
Royal Crown Bottling Company, 
Baltimore, who was elected to the 
board of directors. Other officers 
chosen were W. L. Bartels, first 
vice - president; Armand Kemper, 
second vice-president; Harry S. 
Phillips, third vice-president; J. 
Robert Shanks, treasurer. 


Elected to the board of directors 
were J. W. Basil, Albert Fine, 
Joseph LaPides, J. Regester, J. J. 
Reinhard, M. C. Jones, J. E. Coons, 
G. E. 
W. E. 


Sewell. 


Kelly, George Griggs, Jr., 
Morgan, Roger Davis, J. N. 
The Marylanders ended their con- 
vention with the annual banquet 
featured by a top television show of 
child entertainers and an unusual 
arrangement of card parties and 
bingo games to provide an enter- 
taining evening for everyone. 
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Charles E. Whitten 

Charles E. Whitten, 62, president 
of Gair Company Canada Limited, 
Toronto, died April 18. 

Last June, Mr. Whitten became 
president and general manager of 
that company, and was subsequent- 
ly also elected a director of Robert 
York, 
manufacturers of folding cartons, 


Gair Company, Inc., New 


paperboard and shipping contain- 


ers 


@ Bottled an 
coast by over 


@ The No. 1 


the nation’s 


@aA demand drin 


lets. - ‘ fi 
a wide margin of pro 


@ Backed by sount 
dising, advertis! 
_.. plus libera 
& Mason in $ 
promotional costs. 


Walter L. Clark, Jr. 

Walter L. Clark, Jr., 43, general 
manager of Bond Crown and Cork 
Co., a subsidiary of Continental Can 
Company, died April 16 from in- 
juries sustained in an automobile 
accident on March 30: 

Mr. Clark had been appointed 
Bond general manager in October 
1950 after having joined the com- 
pany as staff engineer in 1945 and 


becoming plant manager. 


d distributed from coast to 
250 leading bottlers. 


ROOT BEER in many of 
leading markets. 


k that opens new out- 


with 
: sales per stop --- 
econ t for the bottler. 


und, consistent merchan- 
ng and sales programs 
1 cooperation by Mason 
haring advertising and 


Franchises still available! 


all over the Nation... 


IT’S MASON’S 


Phone! Wire! Write! 


MASON & MASON, INC. 


213 N. DESPLAINES STREET, CHICAGO 6, ILLINOIS 
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SAVES 9 WAYS! 
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aheret Ciakite tenn lieterur 

(leaning — aberat Crakite meth 
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Write Cinkite Products 
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o INDUSTRIAL ¢,, 

""o4 
1. The room vors 
other liquid beverage | ts are measured, mixed 
i shall have 


enciosed, and 


and shall be 


or prepared, shall be separately 
sutomatically closing entrances and exits, 
effectively screened with 16 mesh to the inch, or finer 


Ate 
"14s » mermoos* ** riggla 
wire screen cloth The walls and ceilings shall be 


Technical Service Hepreventatives in Principal Cities of U.S. & Canada 
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smooth and so constructed as to be easily cleaned. The 
syrup room shall be well ventilated and adequately 
lighted by natural light, or by means of artificial light- 
ing, and shall be provided with a sink and running hot 


and cold water. 


4. All apparatus and vessels, except storage tanks, 
used in the manufacture or bottling of carbonated or 
still water beverages, shall be maintained in a sweet 
wholesome condition by washing at least once every 
day. Syrup shall be cut off from the bottle filling 
machine at the close of each day’s work and the syrup 
thoroughly washed from the inside of the machine. No 
vessel shall be used in the mixing of syrups except 
glass, stoneware or vessels that are porcelain lined, 
block tin lined, stainless steel, or some other suitable 
impervious material. 


5. The clothing of operatives and employees must 


be clean. 


6. No employer shall knowingly permit, require or 
suffer any person to work in any carbonated or still 
water bottling or manufacturing plant who is afflicted 
with any contagious or infectious disease, or with any 


skin disease 


7. Every place in which carbonated or still water 
beverages are manufactured or prepared shall be pro- 
vided with convenient hand-washing facilities and 
toilet of sanitary construction, but such toilet shall be 
separate and apart from any room used for the manu- 
facture or-ingredient storage of carbonated or still 


water beverages 


8. All bottles, jugs, cans, barrels, and containers used 
in the packing, bottling, storage, distribution and sale 
of carbonated and still water beverages must be steri- 
lized before using by one of the following methods: 

(a) By sterilization with boiling water or live steam, 

(b) By soaking in a hot caustic solution that shall 
alkali, 


is caustic, (Sodi- 


contain not less than three per centum (3% 
of which not less than sixty (60% 
um Hydroxide) or its equivalent in cleansing or 
germicidal effectiveness, for a peried of not less than 
(5) minutes at a temperature of not less than one 
hundred and thirty degrees Fahrenheit (130° F.) 
and then rinsed in potable water, until free from 
alkali or sodium hydroxide. 


9. The use of saccharine, dulecin, glucin, or other 


sugar substitutes is hereby prohibited in carbonated or 


still water beverages offered or exposed for sale in 
this state. 


10. Labeling shall conform to the requirements as 
outlined in Title III, Section 316 of the Code of Vir- 
ginia 1950, and the entire information required must 
appear either on the container or on the crown, and it 
may not be shown in part or either or both, nor may 


it be blown in the container. 
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a 
Gottle sorting 

costs... wtth ONE BOTTLE 
for ALL FLAVORS 


ORANGE 
LEMON 

LIME 

ROOT BEER 
CHERRY 
STRAWBERRY 
GRAPE 
CREAM 


8S SS OS G ¢ 


The SUN SPOT bottle is used for ANY 
or ALL SUN SPOT flavors. No neces- 


sity of a separate bottle for each 


flavor. With the single exception 
of ORANGE, any other flavor is 


optional. 


THE SUN SPOT PLAN IS FLEXIBLE! 


Write for complete details to 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET 
BALTIMORE 30, MD. 











There’s many a bottler who sadly 
remembers lost opportunity .. . 
a great and profitable franchise 
he might have had. 


Sales of B-] Lemon-Lime (Spar- 
kling Water, too) have increased 
245% in the last ten years. There 
are reasons. Each month bottlers 
look into the Br] story and join 


the Bl family. 


If your territory is still open you 
may keep yourself from missing 
this opportunity, by writing: 


THE Bl BEVERAGE COMPANY 
4000 Lindell Boulevard 
St. Louis 8, Missouri 
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quarters at the company’s main office, 11 East Hubbard 
Street, Chicago. He already has made it clear that he 
intends to keep the organization of the Citrus Products 
Company intact. 

Mrs. King, who makes her home in San Marino, 
Calif., has been President of Citrus Products since the 
death of her husband, the late A. C. King, in 1948. 
She will continue with the company in a consulting 


capacity. 


South Dakota Bottlers Urged to 
Stockpile Sugar 


Members of the South Dakota Bottlers Association, 
meeting in annual convention, April 12, in Pierre, were 
advised to stockpile sugar while the price is low and 
transportation available. The advice came from John 
Tabor, assistant to the president of the Seven-Up 
Company, St. Louis 

Earlier, Sam McDowell, pinch hitting for Ben 
Oxnard, Vice-President of the Great Western Sugar 
Company, stated that sugar shortages, if any, would 
occur only as a result of an abnormal demand and to 
a lack of storage space and a possible shortage of 
box cars. 

Mr. McDowell declared that per capita sugar con- 
sumption had not increased materiaily in the last 15 
years, but that sugar use by the soft drink industry 
had risen tremendously during that period. 

Other speakers at the meeting were: E. F. Wagner, 
A.B.C.B. Executive Board Member from Madison, IIl.; 
Eugene White, Minneapolis, President of the Ideal 
Sales Company; Robert J. Mulhair, District Director, 
Office of Price Stabilization and John T. Hunsaker, 
Nesbitt Fruit Products, Inc., who pointed out that a 
large percentage of soft drink purchases are made on 
impulse, emphasizing the need for packaging. “You are 
on base when your product is in the store, but you have 
not scored until the consumer has bought”, he said. 

In the election Richard A. Ellwein, of Mitchell, was 
named president of the South Dakota organization 
Frank Wurnig, Winner, was elected Vice-President, 


SOUTH DAKOTA OFFICERS 
Left to right — Secretary-treasurer F. W. Witte, Vice- 
President Frank Wurnig. Retiring President A. H. 


Brueggeman, President R. P. Ellwein, and Directors 
Philip A. Ellwein and Carl R. Zill. 
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and Fred W. Witte, was re-elected Secretary Treas- 
urer. 

Directors are: Philip A. Ellwein, Seven-Up Bottler, 
Pierre; Burton Wist, O-So Grape Bottler, Webster; 
Carl R. Zill, Pepsi-Cola, Rapid City; and James F. 
Dalton, Coca-Cola, Sioux Falls. 


James Henry Elected President of 
Minnesota Bottlers 

James Henry, Nesbitt Bottling Co., Minneapolis, 
was elected president of Minnesota Bottlers’ Associa- 
tion, at the 51st annual convention of the organization, 
April 16-17, in St. Paul. George Wilson, Coca-Cola 
Bottling Co., Austin, was elected Vice-President and 
James D. McManus, St. Paul Seven-Up Bottling Co., 


HEAD MINNESOTA BOTTLERS 
Left to right, seated: President James Henry. Vice- 
President George Wilson. Director Al J. Zender. Stand- 
ing: Directors Harvey Fullerton and Richard Ryan 
(retiring president), and Secretary John Farrell, Jr. 





was named treasurer. John Farrell, Jr. continued 
as secretary. 

The 262 convention delegates also elected the follow- 
ing directors: Richard Ryan, Velie-Ryan, Inc., Roches: 
ter; Maurice Costello, Coca-Cola Bottling Co., Grand 
Rapids; Harvey Fullerton, Dr. Pepper Bottling Co., 
Fairfax; Glen E. Smith, Waseca Bottling Co., Waseca; 
Al J. Zender, Tracy Bottling Co., Tracy; Joseph Dud- 
ley, Coca-Cola Bottling Co., Minneapolis; Harold C. 
Costello, Pepsi-Cola Bottling Co., St. Paul; Wayne 
Kopp, Wadema Bottling Company, Wadena; Clifford 
Lande, Seven-Up Bottling Co., Minneapolis; and 
Wayne Austin, Gopher Bottling Co., Austin. 

Principal speakers at the meeting were: William M. 
Kelley, General Sales Manager, Ideal Dispenser Co., 
Bloomington, Ill.; P. M. Burkard, Director of Techni- 
cal Service, J. B. Ford, Ford Division, Wyandotte 
Chemicals Division, and Edwin F. Wagner, A.B.C.B. 
Executive Board Member, Madison, II]. 


Oklahoma Bottlers Elect W. H. Schroder 
As President 


W. H. Schroder, Oklahoma City, was elected presi- 
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dent of the Oklahoma Bottlers of Carbonated Bever- 
ages at the group’s 44th annual business meeting 
April 2-3. He succeeds Henry Browne, also of Okla- 
homa City. 

Ronald Capps, manager of the Pepsi-Cola Bottling 
Co., Tulsa, was elected vice-president. Directors chosen 
were Pat Ireland, Enid; P. T. Holcomb, Oklahoma 
City; Roy Cawthorne, Muskogee and June Osborne, 
Chickasha. 

W. H. Glenn, Nehi Corporation official, spoke on the 
work of the national association and Thurman Hurst, 
district OPS director, discussed price controls and 
handling. Other major speakers were J. Burr Gibbons, 
President, Gibbons Advertising Agency, Inc., and Ben 
Wells, vice-president, The Seven-Up Company. 


Unity Marks North Dakota Convention 


With an attendance of numerically equal numbers of 
bottlers and supplymen—23 of each—but a total at- 
tendance of nearly 100, the 36th annual convention 
of the North Dakota Bottlers Association, April 18 
and 19 at Bismarck, demonstrated the single-minded- 
ness of the industry in that State to better the position 
of the trade. 

The concise program featured talks on such subjects 
as merchandising and advertising;_proposed changes 


GUIDE NORTH DAKOTA ASSOCIATION 


Elected officers of the State association were (standing) 
J. F. McGurren, O. E. Gore and Mike Ersman. directors, and 
A. H. Rabe. president. Seated, J. R. Bernabucci, secretary- 
treasurer and Mrs. Florence Howell, vice-president. 





in the State’s rules and regulations concerning manu- 
facture and bottling of soft drinks; the intricacies of 
unemployment compensation; conditions in the field of 
vending machine manufacturing, and the Washington 
situation, as reported by E. F. Wagner, a director of 
the national association. 

J. J. O'Shaughnessy, Owens-Illinois Glass Company, 
Toledo, Ohio, told the bottlers that they must watch 
the trends of buyers’ habits and induce them to push 
soft drinks to counter the competition offered by many 
products, including the burgeoning canned and con- 
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centrated fruit juices. The State’s rules and regula- 
tions were discussed by R. O. Baird, State Food Com- 
missioner, and a detailed summary of the regulations, 
the rights of employees and employers was given by 
Perry Anderson of the North Dakota Unemployment 
Compensation Division. 

E. H. White, Ideal Sales Company, Bloomington, 
Illinois, briefly summed up the effects of recent orders 
on materials conservation and allocations which affect 
cooler and vending machine operations. He urged the 
bottlers to familiarize themselves with these require- 
ments so that there would be no impairment of their 
service in the automatic merchandising division of 
their businesses. 

Scheduled to speak, but unable to attend because 
of unforeseen circumstances, were Ben Wells, sales 
manager of the Seven-Up Company, St. Louis, Mis- 
souri; D. B. Stone, Crown Cork and Seal Co., Balti- 
more, Md., and O. R. Davis, Coca-Cola Co., Atlanta, 
Georgia. 

In the elections, A. H. Rabe, Coca-Cola Bottling Co., 
Williston, was elected president. Also elected were 
Mrs. Florence Howell, Pepsi-Cola Bottling Co., Het- 
tinger, vice-president; J. R. Bernabucci, Coca-Cola 
Bottling Co., Jamestown, secretary-treasurer; and Di- 
rectors, O. E. Gore, Coca-Cola Bottling Co., Fargo; 
J. F. McGurren, Seven-Up Bottling Co., Bismarck; and 
Mike Ersman, Seven-Up Bottling Co., Devil Lake. 

The annual banquet was addressed by Harold Scha- 
fer, president of the Gold Seal Company, Bismarck, 
and J. P. Sell, Capitol City Bottling Works, Bismarck, 
and J. F. McGurren, Seven-Up Bottling Company, Bis- 
marck, were hosts at a Dutch Lunch and get-together 
in the Patterson Hotel. 


Canada Dry Aims For A 
Quinine Water Summer 


Canada Dry is convinced that Quinine Water, the 
“Gin and Tonic” mixer, will be the drink sensation 
of 1951, and is bolstering this belief by launching 
the heaviest summer advertising campaign it has ever 
placed behind “Quinac’’, the Canada Dry quinine water. 
The summer promotion, starting in June, follows after 
a sustained campaign which last year for the first time 
was carried on through the winter. 

The company bases its optimism upon the fact that 
its sales of quinine water have been doubling con- 
sistently in all parts of the country and in all seasons. 
Retailers who carried “Quinac” through the winter 
have reported surprisingly high sales for a supposedly 
hot-weather beverage, and are anticipating a heavy 
rise in demand with the onset of summer. 

As part of its stepped-up campaign, Canada Dry 
is broadening its distribution, and is urging retailers 
to stock quinine water early in the season. Since the 
product offers a comparatively high retail profit, the 
company feels that dealers will find it worth while to 
participate in building the drink into even greater 
popularity this year. 
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War Economy Demands 


On Financial Statements 





Wr did you last check your 


balance sheet figures? If you are 
the average bottler, you will admit 
that you never analyze your finan- 
cial statement, that you do not 
know what your real net worth is, 
in Which case you do not know how 
profitable your business has been 
over the years. This, in the final 
analysis, is most important, more 
important than knowing your 
profits on sales for the year. 

Many 


long as they 


bottlers assume that as 
analyze their profit 
and loss statements they need not 
worry about their balance sheets; 
that the assets, liabilities and net 
worth will be recorded accurately 
if they keep close tabs on the fig- 
ures on their operating statements 
This is incorrect. The figures on 
the balance sheet may hold many 
errors even though the operating 
statement is scanned carefully 
every month 

The variables and uncertainties 
in this war economy are bad 


enough without aggravating the 


situation with faulty bookwork o1 


lax analysis of the recorded figures 
For this reason, the bottler who has 
let balance sheet analysis slide for 
a lengthy period of time had better 
get busy right away and analyze 
his financial statement Here are 
the main factors to consider when 
making this analysis: 

Current 


assets: 


Cash, 
ables and inventory. You must keep 


recely 


these assets in proper ratio to the 


other accounts on your’ balance 
sheet or you may have trouble in 
this war economy. The ratio of 
current assets to current liabilities, 
called the current ratio, is of prime 
importance. Since the end of World 
War 2, a ratio of 2 to 1, $2,000 in 
current assets to $1,000 in current 
liabilities, was considered safe. But 
with taxes and costs increasing, it 


will be necessary to “up” this ratio 


because this is the source of work- 
ing capital, which is the difference 
between the current assets and the 
Many bottlers 
assume that their working capital 


current liabilities. 


comprises only the cash in bank. 
This is wrong. Inventory and re- 
ceivables, and current liabilities, 
must also be included in the calcu- 
lation. You'll need about 35 per 
cent more working capital in this 
war economy than you could get by 
with in World War II, because the 
dollar has value. 


depreciated in 
You've got to have more “seed 


money” to operate your business 
This information is obtainable from 
a balance sheet, not a profit and 
loss statement. The bottler’s oper- 
ating statement may show substan- 
tial profits, yet, his balance sheet 


may have a lot of “bugs” in it, such 


Only proper analysis will disclose the signs of 


weakness which are in every operating state- 


ment. What to look for is listed in this article. 
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as short working capital. The only 
way to exterminate these bugs is to 
analyze your financial statement 
periodically, about every 3 months 

Fixed assets: Business property, 
mechanical and non - mechanical 
equipment, fixtures, trucks, etc. A 
high ratio of fixed assets to current 
assets means high fixed expense, 
low profits, and usually only 10 per 
cent realization in case of a forced 
sale, according to statistics. A high 


ratio of current assets to fixed as- 


sets indicates ample funds to pay 
obligations, forced liquidation less 
likely and good business manage- 
ment. Some bottlers take pride in 
a heavy fixed asset valuation, but 
the creditmen and bankers are 
more concerned with the debt-pay- 
ing ability of a businessman, hence, 
a good current asset position is 
more to their liking. When current 


assets are less than 80 per cent of 


fixed assets, the business may have 


too much invested in fixed capita! 


National boxes save time and 
money by reducing bottle break- 
age, repairs and replacements. 
Boxes designed to meet your 
most rigid specifications and 
furnished with or without 
wooden partitions. 


TOWN 
TALK 
PARTITIONS 


double the life and strength of 
the box. No sow cut pieces to 
break off. Cross pieces are 
snugly slotted through each 
other forming a sturdy parti- 
tion designed for abuse. Any 
National box can be fitted with 
Town Talk partitions, 





NATIONAL 


Boxes are 


- BOX 
7 No. 11 


Non-partition, city delivery cases. Hold 
two dozen 11 to 16 ounce bottles. Full 
depth. Either open or closed sides. Ends 
are full strapped and hand-holed. 
Inside Dimensions: Standard for two 
doz. pints (12 oz.) approx. 17” x 114” 
x 10”. 13/16” ends, 7/16" sides and 
bottom. 

Also available in other sizes. (Steinies). 
Printed. (Special plates furnished by 
customer.) 


BOX No. 11A 


Non-partition city delivery cases. Hold 

one dozen 24 to 32 oz. bottles. Full 

depth. Either open or closed sides. Ends 

full strapped and hand-holed. 

Inside Dimensions: Standard for one 

doz. 32 oz. quarts approx. 1544” x 1153” 

x 12”. (Note height of bottle.) 13/16” 

ends, 7/16” sides and bottom. 

Also made for steinie quarts. 

Also available with wooden partitions 
our No. 13. Printed. (Special plates 

furnished by customer.) 


For Information write to Dept. G 








BOX & LUMBER CO. 


NEWARK 5, NEW JERSEY 


goods, which tends to bludgeon 
down profits and creates a_ tight 
working capital position. 

The bottler should check to de- 
termine whether the book value of 
his fixed assets approximates cur- 
rent value, that is, cost less depre- 
ciation write-downs. Many balance 
sheets carry water in the fixed as- 
sets because ample reserves for de- 
preciation and obsolescence, or out- 
of-date-ness, have not been set up 
Sometimes it is necessary to call in 
competent appraisers to fix current 
value. In this connection, we might 
point out that our economic system 
may not be in too good health after 
a year or so of the heavy taxation 
contemplated. “The power to tax 
is the power to destroy”. For this 
reason the bottler should feel his 
way carefully in this war economy 
and not over-expand unduly even 
though he has to pass up business 


by so doing 


Goodwill. Write it down to $1 
Sometimes a bottler will pay good 
money for goodwill when he buys a 
business, and so, he keeps its value 
on the books indefinitely. This is 
bad business. In a case of this kind, 
write off the goodwill within 5 
years or less. Never write in an 
arbitrary value for goodwill just 
because you know you can get more 
for vour business than the value of 
the physical assets. Goodwill takes 
on value only when a business is 
sold. You cannot take a deduction 
for goodwill on your income tax re- 
turn 


Current liabilities: Accounts pay- 
able, loans payable and accrued 
items, such as payroll, interest and 
taxes due to the date of the balance 
sheet but not entered on the books 
as liabilities. The majority of bot- 
tlers fail to accrue items of this 
type, which inflates the net worth 
and gives an erroneous picture of 
working capital 

If loans payable are renewed 
continually, it indicates that the 
bottler considers current loans as 
fixed or long-term obligations, and 
should payment be demanded, em- 
barrassment may follow. It is 


usually bad policy to use current 
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short-term loans to buy fixed or 
slow assets. Buy fixed assets with 
long-term loans. If possible, dis- 
count your bills. Some bottlers in- 
their 


with commercial discounts. That is 


crease profits substantially 
why it is so important to maintain 
a satisfactory ratio of current as- 
sets to current liabilities in order 
to keep working capital in ample 
supply 

Contingent liabilities: Many bal- 
ance sheets hold water because their 
owners do not enter contingent lia- 
bilities when they are needed to 
give a true picture of net worth. 
A contingent liability is a record- 
ing in the books that covers an obli- 
gation that may arise although at 
the time it is recorded there is no 
definite assurance that it will arise. 
It may be a possible loss on inven- 
tory if prices take a sharp drop, 
or a possible loss in a damage suit 
that is on the court calendar or a 
liability covering a note that the 
bottler took in payment of a busi- 
ness debt of some sort and later 
discounted at his bank. In this 
event, the bottler has an obligation 
to pay the bank if the maker of the 
note defaults payment, hence the 
bottler should record the contingent 
liability inasmuch as the money re- 
ceived from the bank for the dis- 
counted note, in effect, represents 
payment of the debt. To make sure 
that your balance sheet mirrors 
your financial standing accurately, 
be sure that you list a contingent 
liability in every case where you 
may be obligated in the future even 
though there is no obligation at the 
present time. 

Fired liabilities: 


other long-term debts. 


Mortgages and 
In the case 
of large companies, outstanding 
bonds. Rarely should the long-term 
debt limit exceed the working capi- 
tal, because eventually interest and 
amortization becomes a burden so 
great that sufficient working capital 
is not available to meet current ob- 
ligations. The liquid position of a 


business is jeopardized because 


slow liquidating assets, such as 
plant, working equipment, etc., have 
a prior claim on working capital. 
Today the dollar is worth about 
55 cents. If you incurred a long- 
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term indebtedness when the dollar 
was worth more, you can make 
yourself a substantial profit now by 
paying off this debt with cheaper 
money and this is one profit that 
carries no income tax. 

Reserves: On a survey made not 
long ago, it was found that only 30 
per cent of the financial statements 
reviewed carried ample reserves for 
depreciation on fixed assets. Before 
World War II, similar surveys re- 
vealed that 65 per cent of the bal- 
ance sheets reviewed listed ample 


Why the change for the 
It seems that many bottlers 


reserves. 
worse? 
today are writing off against profits 
the same depreciation rate they set 
years ago on equipment purchased 
at that time for much less than 
one can buy similar equipment to- 
day. If you record no reserves or 
inadequate reserves, your net 
worth is inflated. 

Net worth: If the total debt, 
current and fixed liabilities, exceeds 
the net worth, it indicates that 
have more 


creditors invested in 


VEKO* ORANGE MAKES 


A DELICIOUS DRINK 
... Returns Real Profits 


MANY BOTTLERS tell us that until they 
switched to Vexo they took a downright loss— 
or at best only a midget markup on every case 
of Orange sold. Vexo Orange Flavor sells fast 
because it's tops in taste, and the figures look 
mighty fine on the cost sheets. 


Check Veko costs now! Join the profit-wise 
bottlers who accept the Veko warranty of com- 
plete satisfaction as their assurance of success. 


* REG. TRADEMARK 





32 gal. lots. 


gal. lots. 


Write today! 





Color separate. Contains CITRIC ACID and Benzoate sufi- 
cient for finished beverage. Pocked in 1 gal. cans (cases GA 
of 6). Price in 5 case lots delivered in the East. 


1-17 JUICE ORANGE BEVERAGE BASE No. 2000 $4.25 
n 


Cloudy, colored. Delivered East of Kansas City, Kans. 


2 02. No. 1883 CONCENTRATEDJORANGE JUICE BASE : $9.45 
GAL. 


2 Oz. No. 1910 CLOUDY & COLORED ORANGE FLAVOR 


Heavy cloud. Delivered East of Konses City, Kans. in 32 $6.59 
GAL. 


©@ Did you receive your 12-page booklet and price list? 
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Count VOU packages 


the fast, accurate, reliable way 


ie ection of oval) 


with the compact ALVEY CASE COUNTER 


Every package must ‘‘stand up and be counted.’ No slipping over 
9 


two at a time as sometimes happens with conventional conveyor-line 
counters. Packages may move end to end, snug against each other, 
yet the Alvey Case Counter separates each unit for counting. A 
positive stop and air-cylinder lift work as a team to assure accurate 


count regardless. Get details. Write for Bulletin CC-1 


/AAILW [E VY ‘adds to the cost 


Cr1girece rec + of your product » 
PACKAGE CONVEYORS . SS] 


ALVEY CONVEYOR MFG. CO 
9293 Olive St. Road, St. Lovis 24, Mo: 


“> Manhandling *. 
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your business than you have and 
may soon get control. The net worth 
should exceed the total debt; the 
better yout 

The net worth 

should exceed the fixed assets be- 

cause business ownership should 
more than the fixed capital 

otherwise the ownership 1s con- 
ng no working capital to the 

If fixed assets exceed 

a business is usually 

high fixed charges, 
not a desirable condition 
times or bad times. When 
booms, high fixed charges 
so burdensome but when 
ness slips into a lower bracket, 
the load lies heavy and it can- 
reduced like variable ex- 
The bottler who checks up 
balance sheet ratios periodi- 
t likely to get into trouble 

high fixed expense. 

n important yardstick to meas- 
ire business growth over the vears 
Is the return on net wortn or Capl- 
tal investment. In this war econ- 
omy this yardstick takes on added 
importance The bottler who doesn’t 

ch his balance sheet ratios these 
days and studies the figures that 
are behind them cannot make this 
computation accurately. If his net 
worth is inflated because his bal- 
ance sheet accounts are incorrect 
the return on his investment will 
be lower than it should be. If the 
net worth is too low on paper the 
return on his investment will figure 
too high. He is misled both ways. 
The net worth for a corporation is 
the capital stock plus the surplus. 
For a proprietorship, it is the dif- 
ference between the assets and the 
liabilities 

To compute the return on capital 
investment, take the dollar profit 
on sales and figure the percentage 
on the dollar value of net worth. If 
the net profit on sales is $5,000 and 
the net worth or capital investment 
is $50,000, the return on invested 
capital is 10 per cent. Check this 
return periodically in this war 
economy to see whether you are 
maintaining it at a satisfactory fig- 

ure, whether it is decreasing or 


ncreasing. 
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another efficient 


MEYER 


Installation 
OMAHA COCA-COLA BOTTLING co. 


The world wide acceptance of MEYER DUMORE Bottling Equip- 
ment — is evidenced by a long list of users of MEYER DUMORE 
Bottle Cleaners and MEYER DUMORE Syn-Cro-Mix Filling units. 

Guaranteed clean bottle delivery, simplicity of design and 
rugged construction of MEYER DUMORE Bottle Cleaners means 
that maintenance is reduced, reliability stepped up. 

The MEYER DUMORE Filler requires less valves for filling 
than any other filler of equal speed. Liquid passages are stream- 
lined without ledges or reverse bends or corners — eiiminates 
small crooked passages for gas and liquid — sanitary, easily 
cleaned. 

The MEYER Syn-Cro-Mix system mixes carbonated water and 
syrup — every drop the same — flow from filler bowl past the 
valve into neck and down sides of the bottle — evenly distributed 
— liquid velocity low — capacity high — uninterrupted flow 
from bowl into bottle gives a high volume of gas — minimum 
gas loss — no agitation present. 

Write for Bulletin SY-125. 
Complete DUMORE Bottle Cleaner 


and DUMORE Filler and Crowner 
description and specifications. 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 
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OMAHA COCA-COLA 


BOTTLING CO. Omaha, 


Nebr. have a 280-310 bottles per minute unit 
consisting of a MEYER-DUMORE Bottle Cleaner 
and a MEYER DUMORE Syn-Cro-Mix Filling Unit. 


MEYER 
DUMORE 


MEYER DUMORE Filler 


Counter pressure filler built 
for carbonated beverage 
industry. Crowner integral 
part of filler connected in 
one simple drive, timing of 
filling and crowner is the 
same. 


MEYER DUMORE 
Syncrometer 
Automatically delivers syr- 
up and water at a con- 
stant pre-determined pro- 
portion of mix, regardless 
of starting and stopping 
under carbonator demand. 
Meters extremely accurate, 
positive in operation. 


MEYER DUMORE 

Deaerator 
In the process of deaera- 
tion the filtered water is 
drawn into deaerator tank 
where it is exposed in a 
tremendous surface to the 
vacuum. Pumped to the 
syncrometer to cooler-car- 
bonator. Water level con- 
stant in Deaerstor, float 
controlled. 


FILLING SYSTEM 





FRUIT FLAVORS 
| THAT MEAN BUSINESS FOR YOU! 


you the “sales wallop” | Nifty Black Raspberry} Nifty Pineapple | Nifty Black Cherry 


you want for greater busi- 





ness. 


Why? Because they're 
made from real fresh 
fruits; because they're 
richer . . . finer and 
fruitier with more flavor 


2 ' 
to give. 


Don’t miss out... . get 
more information — by 











writing. Request a trial 





gallon. 

= A 4 oz. product made A 1-16 concentrate A 4 oz. product made 
from real, fresh berries. complete with color, from real, fresh cher- 

| acid and preservative. ries. 

y Comes ready to bottle. 


SALIENT 45 sutiom street no yi2 + teed ster your on 


FLAVORING CORP. name is desired 


® Advertising available 











( 
yo: GOING...GOING... 
;6F . But Still Not Gone! 


We mean the chance to protect yourself now, 
against refined sugar prices this summer. 


up. They usually do in summer. 


But this year, besides that, producers have 
med ns already sold more of their available output than 


ever before. 


eee 8 
e eee So its easy to see why smart consumers who use 
. sugar in their business, are taking steps now to 
° provide for their future needs—at reasonable 


All half-depth cases = prices. 
are furnished with 


DOVETAILED center . can take. We'll be glad to tell you all we can 
partitions. e p , 4 ) about them— if you just ask. 


They're simple steps, too... steps that anyone 


Simply call our nearest office, or write— 


Standard 
Sugar Department 
replacement 


nee ) | MERRILL LYNCH, PIERCE, FENNER & BEANE 


Brokers in Commodities and Securities 


Underwriters and Distributors of 








Investment Securities 


GIDEON ANH | 70 PINE STREET NEW YORK 5, \. Y. 
" Offices in 97 Cities 


~ GIDEON MISSOURI 











National Bottlers’ Gazette 





Work In Common—Not In Competition 


Solution of trade’s current problems 
requires co-operative effort, especially 
in the matter of promoting all soft drinks 


by J. BURR GIBBONS, Gibbons Advertising Agency, Inc. 


q DON'T pretend to have the an- 


swers to all the problems of the 


carbonated beverage bottling in- 


dustry today 


y. Not being an expert 
the beverage bottling industry, 

I should get some expert 
before 


myself trying te 


is wrong whose fault 
or What to do about it 

went to the beverage bottlers’ 

organizations, to leading beverage 


industry trade publications, to 
people who serve the industry but 
do not own any part of it... but 
people who are vitally interested 

I went also to a few beverage 


bottling plant owners and = man- 


agers who do have an investment 
at stake. So, my observations, de- 
ductions and suggestions are not 
based on my own limited knowl- 
eaye 

I should say, however, that we 
have had an interest in and felt a 
responsibility to the beverage bot- 
tling industry for a great many 
years. We have handled the adver- 
tising for Liberty Glass Company, 
have handled the advertising for 
“ couple of beverage bottlers, and 
also have a customer's interest and 
Viewpoint as well 

I've had some idea of the prob- 
lems and opportunities confronting 
the soft drink industry, but that 
Was not enough. I went back te 
sources of information. I asked the 
following questions: 

What do you consider the great- 
est proble m, handicap or obstacle 
contronting the beverage industry 
during the next 12 months? 

are the possible answers? 
what Ways can beverage bot- 


individually and collectively, 
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successfully meet competitive prod- 


ucts which appeal to consumer 


9 


taste, flavor, appetite, etc.: 


In what major activities can 


beverage bottlers join forces to 
meet major problems? 

What do you recommend as the 

yreatest factors which may chal- 
lenge public confidence, respect and 
cooperation for the soft drink in- 
dustry? 
You probably have already 
guessed their answers because of 
their almost unanimous opinions. I 
suspect they conform largely to 
your own ideas, but maybe not to 
your own ideas as to the solution 
to these problems 

I think the unanimous answer to 
the first question was obvious: 
Price and profit margin . . in- 
creased cost of labor . raw ma- 
terials 


supplies . operating 


costs decreasing profits 

The solution is Just as obvious 
Get the government’s approval of 
increased prices; settle on some 
equitable basis in line with the 
American Bottlers of Carbonated 
3everages documented appeal for 
industry-wide price relief. Natural- 
lv, that’s the industry’s job. But 
I think public relations and adver- 
tising would help accomplish your 
purpose 

This would involve the promotion 
of bottled soft drinks for their real 
worth. 

Another 


which most sources were in agree- 


serious problem on 
ment is the danger of unfavorable 
public reaction to the claims of the 
dental profession that carbonated 
beverages are the cause of major 
damage to the average 
teeth 


person’s 


This is perhaps more serious than 
some of you may think. And if it 
goes unchallenged, it may be very 
After all, 
the general public’s attitude, in- 


costly to the industry. 


cluding yours and my own, is to ac- 
cept the so-called laboratory tests 
and follow the professional advice 
of our doctors and dentists, engi- 
neers, scientists, and chemists 

I understand that some dentists 
don’t agree with this theory—that 
the departments of medicine and 
clinical pathology, especially at the 
New York Medical College, do not 
ayree, 

As you know, this claim has been 
based on the concentration of sugar 
in the saliva and its effect upon the 
teeth But New York college ex 
perts’ conclusion minimizes — its 
damaging effect. 

If you have not read the report, 
I suggest you get a copy from the 
ABCB headquarters or your state 
Association. 

But, this report is not the solu- 
tion of your problem or the answer 
to decreasing sales. Educating the 
public on this point is your job, 
both individually and collectively. 

Apparently a big problem facing 
the industry, if not a major one, is 
the manpower shortage; meeting 
the competition of the dairy, the 
bakery, the laundry and dry cleaner 

any others who depend largely 
upon route salesmen, besides the 
competition of defense plants, all 
of which is made more acute be- 
cause of the drafting and enlist- 
ment of men in the armed forces 

Despite the seriousness of these 
problems, I would say that your 
greatest problem is building new 
markets, new demands, new public 
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acceptance, new and bigger profits 
not by overcoming competitors 
bottling busi 


within the beverage 


ness, but rather by meeting your 


common competitors in other fields 
products that today have strong 


flavor and 


appeal to public taste, 
appetite 

The answer to this 
merchandising, and 
beverage bot- 


problem is that the 


tlers of the nation—ves, of each 


state and communit y—achieve 


recog of the fact that each of 
vou actually has much more in com- 
mon with other carbonated bever- 
age bottlers than you have in com- 
petition with them. 


The answer lies in the unani- 
mous acceptance of this fact and 
he creation of greater confidence, 


vreater friendship, greater co 


operation. You'd better try to meet 


outside competition through a cam 


wnis ONE WORD 


Tells the Whole Sales Story_— 


FRONTIER 


ORDER FRONVIER RACKS NOW 
FOR MORE DRINK SALES—BY THE CARTONS! 


SHOWN ABOVE IS FRONTIER 
RACK #326 UNIVERSAL 36 
JUST ONE OF THE MANY DIF 
FERENT DESIGNS FROM THE 

FAMOUS FRONTIER LINE 


WRITE FOR CATALOG TODAY! 


RONTIER 


MANUFACTURING COMPANY 


—~ DALLAS « TEXAS - 


ae? Eo f 
P.O. BOX 7346 


‘tobacco, 


paign of cooperation than to try to 
defeat each other at the expense of 
your entire industry. 

Frankly, 


are candy, chewing gum, cigarettes, 


your big competitors 


fresh fruit, fruit juices, 
milk and ice cream, beer and whis- 
key There are enough enemies 
now entrenched in the grocery and 
drug store, cigar stand and restau- 
rant, country club and golf course, 
the theater lobby, school cafeteria 
and children’s parties, industrial 
plant dining room and lunch counter 
to say nothing of picnics, chil- 
dren's parties, bridge games and 
house parties, summer camps and 
other common meeting places 
But don’t expect people 


neces 
sarily to sell themselves on bever- 


ages. Selling them is your job, 


individually collectively 
pe rhaps more collectively than: you 
have thought Individually, you 
cannot defeat the common enemys 
nor can you individually stand 
the cost alone 
Profit, of course, is an important 
factor The 


bottling 


carbonated beverage 


industry has the biggest 
package on the market today at pre- 
vailing prices—-whatever they are 


Let’s take 


the many 


a quick inventory of 
factors and values in a 
bottle of soft drinks: FOOD 
VALUE, SATISFACTION, RE- 
FRESHMENT, HAPPINESS, 
PLEASURE, HEALTH, COM- 
FORT, RELAXATION and FEL 
LOWSHIP 

Where can you equal it? 

But you have to have public con- 
fidence, respect, good will, friend- 
ship and cooperation before you can 
yet their patronage and their dol 
lars 

This is largely a matter of adver- 
tising and public relations 

Nobody else is going to do this 
job for you any more than you will 
vo out in an organized effort to 
fight somebody else’s battle, whethe? 
it’s for higher bus fares or freight 
rates; offsetting the attacks of 
labor, religious or civic groups upon 
a product, a public utility service 
or a department of the government 


Yes, defending, explaining, pro- 
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|. Reet makes this bette bettoc ? 


a PERFECT SEALING SURFACE 


. .. that’s one reason why Thatcher WEDG-WALLS 
are better, why they outlast ordinary beverage bottles! 








There'll be no loss of carbonation — no “‘cut- a perfect sealing surface — one that reduces 


ting’ of closures — no deterioration of your 
beverage when you use Thatcher Wedg-Walls. 
Why — because these finer beverage bottles 
have the famous ''Fire-Polished Finish". And 
that eliminates the sharp seams and uneven 
lips that ordinarily cause excessive locking- 
ring chippage. Result: a beverage bottle with 


loss from chippage and adds to the life of 
the bottle. 


Enjoy the many money-saving advantages only 
Wedg-Walls offer. Contact your Thatcher rep- 
resentative today — or write, wire or phone 
Thatcher Glass. 


WEG WAI| THATCHER GLASS MANUFACTURING COMPANY, INC. 
3 qr Factories: Elmira, .Y., Streator, Ill., Lawrenceburg, Ind 
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moting, selling carbonated bever 


is your job. And improving 
the quality of your product, its 
taste and flavor, its package 

vour service to dealers as well as 
the public are also your respon- 


sibility 

You have one handicap, compared 
with the milk man. You don’t call 
on Mrs every day de- 
livering milk, butter milk, 
late milk, butter 


the customers don’t want one drink, 


Housewife 
choco- 


and ice cream. If 


maybe he can sell them another 


one 

You need to do a better job with 
the retail dealer, too. 
“police the 


You need to 
camp” a little better. 
After listening to my wife and a 
vrocer or two, I have taken the 
trouble to check into the carbonated 
beverage department in a few 
stores. It isn’t always easy to find 
What-you want, and it isn’t always 
inviting and either 
Empty bottles scattered all around, 


appetizing 





Full Opening Dry 
lce Converter in- 
stallation at the 
7-Up Bottling Co. 
St. Joseph, Mo 


FULL OPENING DRY ICE CONVERTERS 
WILL CUT YOUR CO. GAS COSTS! 


® GAS COSTS CUT 40° TO 60° 


The cost of dry ice delivered to your plant 
s usually about half the cost of cylinder 
gas. The savings effected by the use of 
Full Opening’ Dry Ice Converters will pay 
for their cost in a short time 


® HANDLING TIME ELIMINATED: 

With converters, labor cost of moving cylin 
ders, of connecting and dis-connecting from 
manifold system is completely eliminated— 


a substantial saving! 


© NO OPERATING COSTS: 


No refrigeration, heating, operating, or 
maintenance costs are necessary. Safe stor 
age is not affected by power or heating 


failures 


@ For prices and illustrated folder giving 
operation and in 
stallation details, write Dept. (NB) at the 


complete construction 


address below 


P. O. Box 1652 


@ NO ICE BREAKING: 

Full Opening’’ Converters are designed to 
handle full 50-ib. blocks of dry ice. No time 
spent in breaking ice, with consequent ice 
wastage 


@ INDEPENDENCE OF SUPPLY: 


The Full Opening Dry Ice Converter may be 
charged with either dry ice or liquid CO» 


© SPACE SAVING: 

Converters require less space than the cylin- 
ders required to handle a comparable vol- 
ume of gas. Converters may be placed at 
any location in your plant, connecting them 
to the regulator with high-pressure tubing 


@ EASILY CLEANED AND INSPECTED: 
Full Opening’ feature makes regular in 


spection simple 


ORY ICE 
CONVERTER CORP. 


TULSA, OKLAHOMA 


DRY ICE CONVERTER CORP. 


Tulsa, Oklahoma 





a few flies 
these 
don’t make the housewife soft-drink 


empty cases, wet floors, 
and insects, bad odors 
minded. You don’t find that condi- 
tion at the candy counter or cigar 
stand 

tobacco, 


Most candy, chewing 


gum are clean and orderly dis- 
play; and other sweets, even fresh 
fruits, ice cream and beer, involve 
less confusion than carbonated bev- 
erayes 

This condition was largely re- 
sponsible for recent proposed legis- 
lation in Tennessee outlawing all 
but dry type coolers. That could pre- 
sent a complicated and expensive 
problem if it should ever become a 
national law. Maybe beverage bot- 
tlers have a bigger housekeeping 
job in stores in the future, to co- 
operate with dealers and impress 
After all, 


ited beverages should be given the 


the housewife. carbon- 


safety, dignity and protection of 
Mothers buy 


products for their 


other food products. 
much of these 
children. 
Perhaps you know that in several 
states Michigan, Arkansas and 
California, for example—the bever- 
age bottling companies have been 
doing an industry-wide advertising 
job to promote beverages generally 
in grocery publications 
You might even create a “Car- 
bonated Beverage Month”. Try it 
out. Who knows it might wind 
up on a national basis. Why not? 
we have every other kind of a 
month you can think of prunes, 


cherries, grapes, apples, citrus 
fruits 

I'd suggest it in the spring sea- 
so! Have the governor issue a 
proclamation; the mayors, too. Con- 
duct a beverage industry advertis- 
ing campaign. Open your plants to 
the public. Have open house 
show people how clean, wholesome 
and sanitary your plant is. Let 


them sample your product. Drama- 


tize the many advantages of car- 
health, 


ment, refreshment, happiness. Em- 


bonated beverages enjoy- 


phasize the taste, flavor and appe- 
tite appeal of your products. I 
mean everybody's ALL carbon- 
ated bottled beverages. 
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xa could do a lot of public rela- 
tions and industry-selling during 
Beverage Month. Tell the public 
how many plants there are in the 
or in your city; how much 
capital is invested; how many peo 
ple the industry employs; what the 
annual payroll is; how much taxes 
vou pay; how much gasoline you 
buy; how many trucks you operate; 
how many dealers and other outlets 
sell your products; how you serve 
them; what sources of supply and 
service you patronize in your com- 
munity 
I can't put too muc h emphasis on 
the immeasurable value of industry 
peration. Nearly every industry 
consequence is doing it. They 
defending their legal rights; 
vomoting public acceptance of 
thei prod wts; defending poli les 
and programs; seeking public un- 
derstanding of their problems and 
sublic support of their legislative, 
regulative and tax matters 
The railroads are doing it the 
iirlines the freight truck lines 
the medical profession the 
legal profession the drug stores 
the oil industry ves, the 
labor unions, the farmers co-ops 
and the school teachers 
Whatever they want whether 
you agree with them or not, whether 
it’s for higher prices or highe? 
wages, less taxes or shorter hours 
there are more organized ac- 


t 


ivities by business, industry, pro- 
fessions, labor and farmers today 
han ever before. And they are get 
ting their job done 

Selling the public is not a one- 
man job 

And every one on your payroll 
has a public relations job to do 
driver salesmen trouble shoot- 
ers your receptionist tele- 
phone operator bookkeeper 
even the office boy 

Your plant employees, too—men 
on Washing machines, bottling and 
capping machines where cleanli- 
ess, health and safety are at stake 

On the other hand, you can have 
the finest public relations staff in 
town, but if the boss is a sour puss 

inactive not interested in 


civic affairs doesn’t carry his 
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share of the load, it can offset much dance, a group picnic... all of them 
of the good will created by all vour can bring favorable attention, fa- 
employees combined vorable publicity, favorable public 

Speaking of publicity and favor- reaction . for you and for your 
able news. There are two kinds of community, and for your industry 
news. There is news that just hap- Bottlers ... the soft drink busi- 
pens naturally, normally; then ness is your industry . . What 
there is news that you just make are you going to do with it??? The 
happen answer lies with you—I mean ALL 

If you head a campaign, head a of you—and that means each of 
committee, talk to a civic club, con- you. Do you accept your individual 
» 


tribute to the success of a church responsibility? That’s one way to 


party, Boy Scout activity, a club protect your individual opportunity. 



































For just one dollar you can judge for yourself how good 
MarBert Cola is, how popular it will be as your cola. Use 
the coupon below, get a gallon of bottling syrup*, and make 
your own tests of this fine concentrate. Its low cost and high 
quality are good insurance for profitable sales. Two out- 
standing flavors: MarBert Cola and M-P Cherry Cola—ask 
for your choice today! 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Conan 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


°s ers in U. S. and Canada. MarBert Cole 


yrup available for trial only to bott 
nd M-P Ch y sold as concentrate 


and M Cherry a are regular 


eS = = “Seeeeece eGoeoeeoeae 


MARBERT PRODUCTS, INC., ) MarBert Cola 
19 E. Lombard St., Baltimore 2, Md. C] M-P Cherry Cola 


Here's your dollar, send a gallon of the flavor checked (Check here) 
and information on. prices to 


Name 
Company 
Address 


City Zone State 


rr ty: t tT Tht Te 





“Jr.Baseballers’” Help 
Build His Youth Market 





Duffy's “Jr. Baseball Teams” help develop the youth market. 





7 HERE is probably no more direct 


route to the 


“juvenile market” in 


carbonated beverage promotion, 


than through the sponsorship of 

“junior baseball teams”, according 

to Duffy Bros., Inc bottlers of 

Duffy's Delicious Drinks in Denver, 
Colorado 

The Duffy Bros. organization has 

a prominent sponsor of Juve- 


| 


ile baseball in the “midget” to 16- 
year-old classifications since long 
before the war, and has fielded a 
number of championship teams 

Which have 


several of played in 


distant states in national playoffs 
Wearing the slogan “Duffy's Deli 
cious Drinks” on their tunics, the 
“Duffy Drinkmen”, 


team has been tabbed by 


as each year’s 
Denver 
sports 


writers, has earned the 


lovalty and recognition of many 

thousands of local youngsters 
While the investment in balls and 

iniforms, and othe 


bats, gloves, 


equipment, plus coac h’s salary, 


league membership expenses, etc., 
is not “light”, these are amply re- 
paid in the fact that youngsters 


who follow the team’s success, show 
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their loyalty by buying Duffy bev- 
erages, Frank Duffy, head of the 
firm, believes Therefore, each 
year, the Denver bottler concen- 
trates a lot of undivided attention 
and effort on locating youngsters in 
all age brackets who show diamond 
ability, and in developing a team 
worthy of the plant name. 

In the Duffy sales office, no less 
than half a dozen trophies attest 
to the bottler’s skill in building 


game-winning teams. 


New Promotion Launched 
On B-1] With Wine 
The B-1 


St. Louis, Missouri, has made ar- 


Beverage Company of 


rangements with the Wine Advisory 
soard of San Francisco, California, 
for a joint promotion of the new 
drink, “‘Wine Cooler”, 


combination of either red or white 


which is a 


wine and B-1 Lemon-Lime Soda or 
B-1 Sparkling Water. The drink 
is described as being delicious and 
invigorating, and particularly 
suited for warm weather. 
Arrangements are being made to 
break this campaign this month ir 


San Antonio and Houston, Texas. 
Four-color store banners, featur- 
ing both products, are being made 
available to B-1 bottlers during this 
promotion. 

The Wine Board is sponsoring a 
national advertising 


large scale 


campaign and extensive — retail- 
throughout 


the country and the B-1 


Wholesale promotions 
parent 
company is the first major fran- 
chise house in 1951 to team up 
with the wine industry. 


White Rock Adds Radio Show 
To Ad Program 

White Rock Sparkling Beverages 
has purchased a quarter-hour seg- 
ment of the ‘American - Jewish 
Caravan of Stars” program over 
WMGM, N. Y. The program, aired 
each Sunday from 1 to 2 P.M., fea- 
talent in the 


tures outstanding 


American - Jewish entertainment 
Kenyon & Eckhardt is the 


agency handling the account. 


world. 


White Rock’s copy on the pro- 
gram emphasizes the firm’s produc- 
tion of the following flavors, “Deli- 
cious Fruit-Flavored Black Cherry,” 
Fruit - Flavored Black 
Raspberry,” “Pale Dry Ginger Ale” 
and “Sparkling Water.” 


“Delicious 


lowa Bottler Promotes 
Nesbitt’s As Cooking Agent 

In order to make the people of 
Davenport, lowa, more conscious of 
Nesbitt’s as a cooking agent, part- 
ners Clyde Braun and Roy L. Trip- 
lett sponsored a booth in the local 
Home Food Show. They were ably 
assisted by Mrs. Braun and Mrs 
Triplett, who operated the booth 
during the show. 

Of the ten thousand persons who 
visited the booth, over eight thou- 
sand sampled Nesbitt Orange Cake 
made from the recipe in the Nes- 
bitt Recipe Booklets 


Alvin J. Piller 

Alvin J. Piller, 54, 
and president of the Union Bot- 
tling Works and the Dad’s Root 
Beer Bottling Co., Cincinnati, O., 
died last month. 


co-founder 
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LESS SCRATCHING 
AND MARRING 


because Armstrong’s Hi-Speed 
Crowns have no burr 


on the underside 


‘ 


When you use Annstrong’s Hi-Speed Crowns 
youll find that they're scratched and 

marred less in handling, in transit, and in 
crowners. The reason is in the construction 

ot the se CrOWNS. I he burt has been removed 
from the under edge of the skirt. 

This practical construction means there's less 
friction and scraping in hoppers and chutes 
Flow is more even—friction on high-speed lines 
is reduced. You get fewer hang-ups in 
crowner chutes There's less dust 
In crowning machine S 

The advantages of Hi Spee d Crowns add up 
to better bottling. For additional information, 
write Armstrong Cork Company, Glass and 
Closure Division, 6305 Prince 


Street, Lancaster, Pennsylvania. 


© 


THERE'S A SOURCE OF SUPPLY 
NEAR YOU 


WEST COAST REPRESENTATIVE: JOHN MULHERN CO. 
175 13TH ST., SAN FRANCISCO 3, CALIF 

3236 UNION PACIFIC AVE LOS ANGELES 23, CALIF. 
116 STH AVE. NORTH, SEATTLE 9, WASH 


n remov 


y HI-SPEED © 


¢ skirt 
‘ underside ° ; 
urr is © ue more friction, 
it cav 


own time. 


8 


here 
from ” hutd 
ed snags, * 


crown. 





You too, can increase your volume .. . like 
these latest members of 


THE FROSTIE FAMILY: 


Excel Bottling Co. 

488 S. Broadway 

Breese, Illinois 

Mr. Edward J. Meier 
Yacht Club Bottling Works 
2239 Mineral Spring Ave 
Centerdale, Rhode Island 
Mr. Arthur M. Sharp 





TWO WAYS 


Kist Bottling Co. 
1614 Luzerne St. 


elegy By Modernizing Your Refrigeration With 
This New Condenser System 


Mr. Walter P. Skiba 


Every day, the Frostie Franchise becomes more valu 


5 > or! > » } ler 
ible... ask any Frostie bottler! Frostie” bottlers @ Power savings and water savings combine to make 


money for you when you replace an old fashioned 
refrigerant condensing method with a modern Niagara 


don't need special “deals” to widen distribution, tor 
a single taste of this great flavor packed root beer 
wins and holds repeat customers. Once 


it hits the streets, dealers actually call 
the bottler and clamor for Mr. Frostie 
to supply them! Somebody in your 
own territory, sooner or later, is going 
to get this valuable Franchise. You 
owe t to yourself to Investigate 
NOW. Just mail the coupon ... ou 


field man will be around to answer 


your questions. 


FROSTIE 


OLD FASHION 
ROOT BEER 


— COMPANY 


THe FROST! RYLANO 


A 
pacTimore 28, a 
more @ 
ood, but ! want to know mm 
Sounds goes — 
\ talk to 
ground . - 1" 1° 


NAME—— 
FIRM — 
ADDRESS 


city 


tit 


AEROPASS Condenser. Either saving quickly returns 
the cost of the installation; both together make an impor- 
tant reduction in your operating costs for refrigeration. 

In this new method the refrigerant gas passes through 
two cooling coils. The first coil, air-cooled, removes the 
superheat and condenses oil vapor from the refrigerant: 
the second condenses the refrigerant by the evaporation 
of a water spray from its surface. The heat is transferred 
to the air; less than 10% of the water used in conven- 
tional condensers is consumed and you save the cost 
of the water and the cost of its piping, pumping and 
disposal. 

In addition the Niagara Aeropass Condenser controls 
the head pressure of your compressors at the lowest 
point for good operation, reducing your power bills. 
It does this automatically the year ‘round, giving full 
capacity for peak summer loads and providing the 
greatest power saving in cold weather. 

Hundreds of experiences in all industries that use 
refrigeration demonstrate these benefits and prove that 
they give a lasting improvement in refrigeration plant 
operation. 


Write for Niagara Bulletin No. 103 
for further information 


NIAGARA BLOWER COMPANY 


District Engineersin Principal Cities 


405 Lexington Ave., Dept. NB, New York 17, N. Y. 
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Successful 
bottling of 


COFFEE 
SODA 


A fast moving, 
repeat seller— 
Neeco Coffee Soda 
is a consistent 
year ’round 

profit builder, 

in the popular 

6 oz. size 

that has top 
consumer 


demand. 

















Tests have proven long shelf life — 
Sales have proven short shelf life. 











ATLANTIC 
EXTRACT 
COMPANY 


Neeco Division 


134 FULTON ST., BOSTON, MASS. .. 
six-pack 
SALES REPRESENTATIVES 
Albert Ross 
371 East 160th St 
New York 56, New York 
Angus P. Grant 
3114 W. 28th St. 
Minneapolis 16, Minn. 


H. G. Neu 
6533 Hollywood Blvd. 
Hollywood 28, Calif. 
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9 EVERY sales presentation the matter of price 
comes up for discussion at one time or another. The 
salesman is called upon to justify price by proving 
value. In attempting to do this, the real meaning of 


value is sometimes overlooked. 


Value can be shown only in benefits to the customer. 
Let us amplify this a little. A suit of clothes may be 
made of costly material and, therefore, have high in- 
trinsic value. Yet, it may be poorly tailored or may 
not wear well and, therefore, would be of question- 
able value to the man who buys it. The same applies 
to other products. A beverage, for instance, might be 
made of the finest of ingredients, but if the brand is 
not well advertised it will not be recognized by the 
consumer or accepted by the dealer. 

We so often find in written and verbal selling that 
arguments are used to establish quality through man- 
ufacturing details, materials used, workmanship em- 
ployed. The average buyer is not so much interested 
in these things as in end results—comfort, pleasure, 
economy, private ownership, time saving and, in the 
case of the dealer, profit. 

Following this line of thought, when we sell insur- 
ance we sell peace of mind; when selling shoes we are 
selling foot comfort and good appearance. The sales 
appeal of furniture is found in harmonious and com- 
fortable home surroundings, while the pleasure and 
profit of craftsmanship sells plenty of tools. The pre- 
dominate appeals of beverages are: flavor enjoyment, 
refreshing pick up, and discriminating hospitality. 

There are intangible elements of value which are 
beneficial to the supplier. Prompt and _ intelligent 
handling of all complaints, courteous replies to re- 
quests for information, efficient delivery service, are 
a few of them. The reliability and capability of the 
company has much to do in establishing the value of 
the product. 

It is the salesman’s objective to find the buying in- 
centives and demonstrate how his product satisfies 
them. Obviously, they vary with each class of buyer 
the dealer is interested in easy and profitable turn- 
over, an assured margin of profit, and service which 
can be depended upon. The consumer is interested 
only in his own comforts, satisfactions and conveni- 
ences. These are the keys which unlock the doors of 
sales resistance. 
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LIQUID LOW PRESSURE ruers Réfain : 


19 acon 


CARBONATION 


LOW 
COUNTER 
PRESSURE ; 


Air pick-up at the filler may be 
diluting your carbonation and 
fooling you with false volume- 
tester readings. 

The exclusive Liquid Low 
Pressure filling system eliminates 
air pick-up—the full carbonation 
put into the beverage by the 
carbonator is retained for the 


consumer to enjoy. 


"fy 


a MK 


3100 South Kedzie Avenue Chicago 23, Wlinois 
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ARIZONA 


W. R. Wood, who recently took 
over the Bottling Co., 
Phoenix, has placed the sales divi- 
sion under the 


Grapette 


management of 
James Hood. . .. The plant of the 
Tru-Ade Bottling Co., Phoenix, is 
now given over to the bottling of 
the Bireley’s line of beverages by 
the Bireley’s Bottling Co., with 
E. J. Tingwald as general manager 
and secretary. ... Frank Kalil and 
Fred Kalil, bottlers of 
Double-Cola in Tucson, have re- 
modeled their plant. The remodel- 
ing added 


his son, 


hundred 
square feet to the storage area of 
their building. 


twenty-five 


ARKANSAS 


The Grapette Company of Blythe- 
ville is back in operation again after 
having been acquired by three new 
owners. The firm was recently pur- 
chased by E. R. Jackson, and Mr. 
and Mrs. Oscar Fendler. Charles 
W. Henley has been named general 
manager. 


CALIFORNIA 


White Rock Beverage Co. of San 
Francisco has been organized with 
a capital stock of $200,000 by L. 
Matthiesen and E. Fry. .. . Mason’s 
Root Beer Bottling Co. has engaged 
in the bottling of Mason’s Old 
Fashioned Root Beer at Eureka, 
the distributing territory including 
a large block of the Northwest sec- 
tion of the State. ... Richard H. 
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Rohrig and Leon R. Schmidt have 
filed formal notice that they are 
engaged in business at 1486 Jeffer- 
son St., Santa Clara, as the Canada 
Dry Bottling Company of Santa 
The new Culver City 
plant of the Nehi Bottling Com- 
pany, of Los Angeles, is installing 


Clara. 


a Western lime treating system and 
Lomax stainless steel tanks. . 
Pacific Bottling Co., Redwood City, 
has installed an Evans solution 
... The Boyes Bottling Co., 
of Boyes Hot Springs, has been 
taken over by Milton H. Gregor, 
Henry E. Henderson and Albert B. 
McVeigh. Bros., 
Fresno, have installed a House up- 


heater. 


Calandra 


and-over handling device, 


along with several Lomax stainless 


sugar 


steel tanks. 


COLORADO 


Florence Coca-Cola Bottling Com- 
pany, Florence, was recently sold 
to Louis Scruggs, president of the 
Hutchison Coca-Cola Bottling Com- 
pany of Hutchison, Kansas. The 
sale was consummated by John H. 
Frabrizio and Michael Frabrizio, 
Jr., sons of the late Michael Fra- 
brizio, Sr., who established the firm 
in 1909. Mr. Scruggs will operate 
the two 
“shuttle” basis from his home in 
Hutchison. . . . William L. Turner, 
formerly sales maker for the Seven- 


Coca-Cola plants on a 


Up Bottling Company, of Denver, 
has been made route supervisor for 
the development. The Denver de- 
velopment also announced the ac- 
quisition of seven new 1951 model 


BOTTLER 
BRIEFS 


Studebaker one and one-half ton 
trucks, replacing seven old vehicles. 


FLORIDA 

A Double-Cola franchise has been 
issued to Rulon Beverages of Or- 
lando. 


GEORGIA 

Ed Wright, a former regional 
manager of the parent Grapette 
Company, is the new owner of the 


Grapette Bottling Company, La 


Grange. 


IDAHO 

The Coca-Cola 
Pocatello, has installed a 
Hydro case packer. 


Bottling Co., 
Miller 


SAMPLING SQUIRT 


Thousands of housewives ' were 
Squirt-sampled during a recent 
series of store demonstrations in 
Long Beach, California. Above. a 
couple of young prospects await 
their beverage. 











CALIFORNIA 


Wily ee 


... do more people buy 

Nesbitt’s than any other 

Orange soft drink 5) 
o 


Because it is the best tasting and 
velia Cha sacticeMelati) Mel Mice stile! 
in the country 


In every Nesbitt franchise terri- 
tory you will find it is the con- 
sumers’ choice by a wide margin 


Our representative will be glad 
come timer mr th melelcseticteMslelaat ag 
in any open,territory 


NESBITT FRUIT 
PRODUCTS, INC. 


2946 EAST llth STREET 
LOS ANGELES 23, CALIF. 


2A ¥ name on an orange drink 


is like Sterling stamped on Silver 


Meh teh 


COMPLETE NEW LINE INSTALLED 


John A. Bauer, General Production Manager. Hires Plants; Kenneth J. 
Moore, Philadelphia Carbonated Sales Manager: and George S. Kelley, 
Plant Superintendent, recently threw the switches that launched the 
first run of a new machinery installation in Philadelphia. The installation, 
setting a pattern for greater capacity and efficiency, consists of a 20-wide 
Yundt Airbrush bottle washer, a 40 spout Meyer Dumore filler complete 
with the Syn-Cro-Mix system with capacity of 210 B.P.M.. a Mojonnier 
Carbo-Cooler, and a Standard-Knapp automatic case packer. 





ILLINOIS 

John J. Wangler has been elected 
Vice- President of the Chicago 
Seven-Up Bottling Co., a division of 
Joyce Seven-Up Bottlers, Inc. Mr. 
Wangler has been associated with 
the Joyce organization since 1938. 
Starting as a distributor in Chi- 
cago, he helped to open the New 
York market for the Joyce group in 
1939. From 1944 to 1948 he was in 
charge of the Ohio 
market including Toledo and Akron. 
He returned to Chicago as a Sales 
1948 and 
moted to District Sales Counsellor 


northwestern 


Counsellor in was pro- 





DR. SWETT’S SALES MEETING 


tl 


in 1949. . . . Ed. M. Lorenz, B-1 
bottler of Nashville, Ill., recently 
purchased another bottling plant in 
Okaville which he is converting into 
a warehouse as part of an expansion 
plan for B-1 in that territory. .. . 
Schulte, 
and general man- 
ager, has been elected president of 
Bostelmann Hydrox 
Bostelmann Beverages, 
Inc., Chicago. Other officers elected 
include: Frank W. Bostelmann, 
vice-president in charge of produc- 
Charles 
president 


Lawrence E. formerly 


vice - president 


Beverages, 


Inc., and 


tion; Bostelmann, vice- 


and director of sales; 


4 
| 


Personnel of the Dr. Swett’s Root Beer Bottling Company. Johnstown. 
Pennsylvania, take time out for a picture during a recent sales and 
advertising meeting. Left to right: Earl McKilloy, Lloyd Wertz, Dick Hersh- 
berger, Edward A. Thomas (Dr. Swett’s Root Beer Company Franchise 
Manager), P. L. Yahner (Secretary and Partner), Fred Jones, Michael 
Statnick, Tony Astonora, Walter Statnick and Joseph C. Incardona 


(President and Partner). 
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ENO VIEW OF LIME FEEDER NEUSOL FEEDER _~ RAW WATER CONTROL RAW WATER CONTROL 
SHOWING MEASURING CUPS OPERATING CLOSED 


acetic? _ SCHEMATIC LAYOUT 
“JBAS". WATER TREATING PLANT 


WASH WATER RETURN 
TO ACCELATOR 











( STE oe eae 
ae ee te Bt 


LIME FEEDER COAGULANT & CHLORINE 
FEEDERS 





ans Sin a SS 
D FILTER HYDRODARCO 
PURIFIER 


Control the QUALITY of the Water You Use! 


AY after day, you can maintain absolute control of the 

quality of the water you use with the “JBAS” Water Con- INSTALL THE JBAS WATER 
ditioning Plant! No more “off” tastes and odors. No more 
troublesome organic matter or alkalinity. Ordinary or im- CONDITIONING PLANT 
properly treated water can destroy profits and customer satis- 
faction thru excessive foaming, poor carbonation, loss of 
syrup flavors, and bad appearance. 





Cut returned goods to a minimum. Step up sales and profits. 
Investigate the many superior advantages of “JBAS” Water 
Conditioning. Send for Bulletin No. 1823 and our Water 
Conditioning Analysis Sheet. This valuable laboratory serv- 
ice costs you nothing! Write TODAY! 


INFILCO INC. © BETTER WATER CONDITIONING ® 


TUCSON, ARIZONA AND WASTE — SINCE 


WITH OFFICES IN PRINCIPAL CITIES 


WORLD'S LEADING MANUFACTURERS OF WATER CONDITIONING AND WASTE TREATING EQUIPMENT 


May, 1951 








Marie Bostelmann, secretary; and 
Frank 
O. Bostelmann, a pioneer Chicago 


tling 
Charles Schulte, treasurer. 
bottler, had headed the corporations IOWA 
until his death last Fall. . . 
T. Norris was recently elected exec- 


. James 


utive vice-president of Joyce Asso- 
ciates, Inc., and Robert E. Hoyt has 
been named to the post of executive 
vice-president of the Joliet Seven- 
Up Bottling Co. Joyce Associates, 
Inc. and the Joliet Seven-Up Bot- 


for 
goodness’ 


For the sake of the goodness that you put into the 
soft drinks you bottle and distribute, consider pre- 
serving them with Monsanto Sodium Benzoate. 


You can take your choice of flake or powder forms 
of Monsanto Sodium Benzoate. Many bottlers pre- 
fer flakes because, for practical purposes, they are 
dustless . . . because they do not ball or cake, hence 
dissolve more quickly. Both flake and powder forms 
are equal in laboratory-controlled Monsanto quality. 


For technical information on Monsanto Sodium 
Benzoate, contact the nearest Monsanto Sales Office 
or write for a copy of the 16-page Monsanto book- 
let, ‘“Benzoic Acid and the Benzoates."” MONSANTO 
CHEMICAL COMPANY, Organic Chemicals Divi- 
sion, 1700 South Second St., St. Louis 4, Missouri. 


Co. 


Fred C. Crosser, B-1 
Cherokee, recently introduced B-1 
Lemon-Lime and B-1 
Water in his territory. 
Seven-Up 


Dodge recently opened a new ware- 
house at Newell. The building is 80 
feet long and 38 feet wide. 


DISTRICT SALES OFFICES: 
Birmingham, Boston, Charlotte, 
‘hicago,Cincinnati, Cleveland, 
Detroit, Houston, Los Angeles, 
New York, Philadelphia, Portland, 
Ore., San Francisco, Seattle. In 
Canada, Monsanto (Canada) Ltd., 
Montreal. 


Serving Industry . .. Which Serves Mankind 


are divisions of Joyce 
Seven-Up Bottlers, Inc. 


bottler of 
Sparkling 


The 
development in Fort 


KANSAS 

The Wichita Seven-Up Bottling 
Co. recently acquired new equip- 
ment, including an 850-gallon-per- 
hour Western recirculating type 
continuous lime-treating system, 
with a 36-inch sand and gravel fil- 
ter.... Nesbitt Bottling Company, 
of Russell, has been granted a Hires 
Root Beer franchise. Jerry Ray 
heads the company. 


KENTUCKY 

Charles Reams has purchased a 
half interest in the Grapette Bot- 
tling Co., Fulton, and will be in 
charge of sales promotion. 


LOUISIANA 

Appointment of Clave E. Gill as 
sales manager of the Louisiana 
Coca-Cola Bottling Company, Ltd., 
New Orleans, has been announced 
by S. A. Seelye, vice-president in 
charge of sales. Alvin Carroll has 
been named assistant sales man- 
ager, and Fay N. Maitre, director 
of sales training and personnel. 


MARYLAND 


Bottling and distribution of Dr. 
Pepper in Baltimore, one of the 
major Eastern metropolitan mar- 
kets, was begun recently, following 
issuance of a Dr. Pepper franchise 
to the Davis Bottling Company, in 
that city. Allan C. Davis is presi- 
dent and general manager of the 
Baltimore plant. Other officers are: 
Francis A. Davis, Jr., secretary and 
manager of production, and Joseph 
N. Sewall, sales and advertising 
manager. 


MISSISSIPPI 


The Delaware Punch plant in Pic- 
ayune has been purchased by A. D. 
Bradley, Sr. Mr. Bradley will be 
associated in the business with his 
two sons-in-law, Henry Ennis and 
Earl Blann. Mr. Bradley will man- 
age the operation. 


MISSOURI 

Seven-Up North Missouri Com- 
pany of Moberly recently started 
construction of a garage and ware- 
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house. If government building reg- 
ulations permit, and if the firm’s 
business keeps growing, the com- 
pany will construct a new plant in 
Chillicothe, according to Jack Bo- 
zarth, manager. 


NEBRASKA 

The Seven-Up development in 
.Omaha has a new 24-wide Meyer- 
Dumore bottle washer and an RCA 
bottle unloader, which were _ in- 
stalled to complete replacement and 
enlargement of all equipment at 
the company’s plant. 


NEW JERSEY 

Eugene F. Donnelly, recently ap- 
pointed general manager of Royal 
Crown Bottling Co. of Newark, Inc., 
has been elected a member of the 
board of directors. Mr. Donnelly re- 
cently announced the appointment 
of Malcolm B. Fraser as sales man- 
ager, the position he formerly held 
himself. E. F. Whelan, president of 
Royal Crown of Newark, has re- 
tired from active participation in 
the management. . . . Campbell Bal- 
lantyne, formerly sales maker for 
the Galler-Seven-Up Bottling Co., 
Hoboken, has been promoted to the 
position of sales supervisor. The 
company recently added a_ brick 
boiler room to its plant. In addition, 
the operation is now completely 
palletized. 


NEW YORK 

Guy Brown was recently named 
district sales manager by the 
Seven-Up Bottling Company of 
Rochester, Inc., Rochester. Com- 
pany also announced that Simon 
Jaffeson has been appointed man- 
ager of the cooler-vender depart- 
ment of the development. . .. Jo- 
seph Sedlacek has purchased the 
Grapette Bottling Company, Bing- 
hamton, N. Y. from Michael Paw- 
leshyn, who will remain with the 
organization as plant manager. Mr. 
Sedlacek will be assisted by his 
two sons, Rudy and Eddie. 


NORTH CAROLINA 


Dr. Pepper Bottling Company, 
with headquarters in Washington, 
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it’s a FLAVOREX fact: 


The real thing 
sells best! 


REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
“quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 

. or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 


Strawberry and Fruit Punch, get it from — 


© FLAVOREX© 


MAKERS-OF FINE FRUIT JUICE FLAVORS 
302 S$. CENTRAL AVE., BALTIMORE 2, MAD. 











offers you a COMPLETE LINE 
of non-clogging CENTRIFUGAL PUMPS 
for Dairy and Food Processing 
Chemical-Bottling and 
General Industrial Use 


earn 


Tri-Clover STANDARD SERIES SANITARY TYPE. This model has 
been designed for the non-agitating, efficient pumping of milk, 
food products such as diced carrots, cream style corn, tomatoes, 
opplesauce, relish and beverages. It is also practical in brew- 
eries and for the pumping of drugs and chemicals in solution. 


Tri-Clover “PUMP KING" SERIES SANITARY TYPE. Designed for 
very efficient operation at 1800 and 3600 RPM, and especially 
where high speeds are required, through heaters, coolers, filters, 
clarifiers, etc. The 3600 RPM model is especially applicable in 
the dairy industry where high head and low capacity are essen- 
tial, and for handling low and medium viscosity liquids in the 
food processing industry. 


Tri-Clover HEAVY DUTY INDUSTRIAL TYPE. Here is the model 
that is in demand to pump Latex, water, brine, light oils, chem- 
icals, paints, brewery products, and liquids in the food process- 
ing field where lines are heavy 1.P.S. type. This model offers 
quick disassembly features for ease in cleaning. 


WRITE FOR NEW 
PUMP CATALOG 
250. . . contain- 
ing valuable data 
for selecting the 
right pump for 
every application. 


TRIALLOT AND STAINLESS S 
SANITARY FITTINGS ¥ 


ret ) TRICLOVER | taseicateo stare 


€ INDUSTRIAL Fit Tene 


Alves 
PUMPS, TUBING, SPECIALTIES IHOUSTHIAG Pumrs 
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Citric Acid 
SUBSTITUTE 


“Acid Solution” is a scientifically blended food and 
beverage acidulant which faithfully duplicates the 
acidifying flavor of citric acid 


Used by hundreds of discriminating bottlers for many 
years with excellent results. Sethness “Acid Solu- 
tion” is recommended for use in all beverages re- 
gardless of the flavor. 


The strength of Sethness “Acid Solution” is posi- 
tively guaranteed—one gallon is equivalent in acid- 
ifying strength to 10 lbs. Citric Acid Crystals 


Single Cases (4 gals.) $2.50 per gal. 
5 Cases $2.25 per gal. 
30 gal. barrels $2.10 per gal. 
50 gal. barrels $2.00 per gal. 


Barrels are a superior package—finest white oak 
construction, specially lined with paraffin 


SETHNESS PRODUCTS COMPANY 


1300 West Division Street Chicago 22, Illinois 





Famous Flavors 
for Forty Years! 


For forty years Penrith-Akers has supplied taste- 
appealing, profit-making flavors to bottlers from 
coast to coast. Penrith-Akers has been a pace- 
setter in the flavor field . . . developing distinctive 
new flavors and improving the old standbys. 
Today’s P-A flavors are better than ever . . . the 
finest you can buy! 

The Penrith-Akers representative will be glad 
to help you with your beverage problems. He’ll 
show you how to make better products for top 
consumer satisfaction and greater profits. 


Write for your 
copy of the 1951 
A Price List! 


1311 SO. FIFTH STREET «© MINNEAPOLIS 4, MINNESOTA 


M 
f VF 
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N. C., recently purchased the Dr. 
Pepper plant in Wilmington, bring- 
ing to six the number of plants now 
operated by the firm. Plants were 
already operated in Washington, 
Clinton, New Bern, Kinston and 
Elizabeth City by this firm. Acqui- 
sition of the Wilmington plant gives 
the firm coverage of all the coastal 
section of Eastern North Carolina. 
At a recent election of officers, W. 
R. Roberson, Jr., was elected presi- 
dent of the firm, succeeding W. R. 
Roberson, Sr., who was elected 
chairman of the board. J. P. Rober- 


son was elected vice-president. 


OHIO 


In a reorganization of the Grap- 
ette Bottling Company, of Dayton, 
Kenneth E. named 
president of the corporation. He 
has purchased one-half of the stock 
formerly held by Kenneth A. 
McClave and Ernie V. Apt. 


Clensy was 


OREGON 


John Hagen and Delbert Ander- 
son have purchased the Grapette 
Bottling Company, of Salem, from 
Ralph Atwood 
corporation have been filed in Salem 
for the Cascade Beverages Bottling 
Co., which is to open a plant in 
Bend just as soon as equipment, 


SAMPLING BAR 


Over 500 cartons of Double-Cola 
were sold during a recent three- 
day store demonstration con- 
ducted by the Double-Cola Bot- 
tlng Company of Chattanooga, 
Tenn. During the three-day dem- 
onstration, several thousand 
housewives visited the sampling 
bar and tasted Double-Cola. 
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AUGMENTS DELIVERY FLEET 


Recently added to the delivery fleet of the Nehi-Royal Crown Bottling 
Company, El! Paso, Texas, is this drop-frame International truck equipped 
with special deck-type bottler’s body. The four-deck body is 12 feet long 
and has a capacity of 235 cases. The company is a partnership consisting 
of R. R. Ritter and his brother, W. P. Ritter, who heads a similar esiablish- 
ment in Phoenix. The El Paso fleet consists of 12 units, and deliveries are 
made as far as Alamogordo, some 100 miles north. 





now in Portland, can be installed. 
The new firm has been incorporated 
by Richard G. Chester, John J. 
Mogan and Seaton H. Smith. 


PENNSYLVANIA 

A Grapette franchise has been 
issued to Joseph W. Dwizibsky and 
McClirk, of 
Production and 


George Ambridge. 
distribution has 


already begun. 


TEXAS 


B-1 Bottling Company of San 
Antonio has been completely re- 
organized and new capital invested 
by a group of San Antonio and St. 
Louis business and _ professional! 
men. The new group purchased the 
entire plant and business from A. 
C. Martin, son and administrator 
of the E. L. Martin Estate. The 
plant also has Mission and Mason’s 
Root Beer franchises. In addition to 
the San Antonio territory, the new 
operation has also acquired addi- 
tional territory which includes the 


city of Austin. Plans and arrange- 


ments are being made for the in- 
stallation of a warehouse in that 
city. ... Appointment of Jerry 
Brenner, formerly sales and adver- 
tising manager for the Beaumont 
Coca-Cola Company, as manager of 
the Port Arthur Coca-Cola Bottling 


Company, was announced recently. 
Brenner, who was manager of the 
company’s warehouse in 1942, will 
succeed J. Hamilton Armistead, 
who resigned after heading the 
company for about six years. 
Manuel Rodriguez, B-1 bottler in 
Laredo, Texas, has announced a 
two-language promotion campaign 
for B-1, which includes radio and 
newspaper advertising. 


STORE COUPON DRIVE 


B-1 Bottling Company of San An- 
tonio, Texas, recently launched 
an extensive store coupon cam- 
paign, which resulted in the erec- 
tion of mass displays in many of 
the city’s supermarkets. So stead- 
ily have sales increased since the 
coupon drive was begun, the com- 
pany plans to continue the cam- 
paign into the summer months. 
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The NuGRAPE PRIZE 
INCENTIVE PLAN 
BOOSTS SALES 


EVERYBODY 
WINS! 


Bottlers using the NuGrape Prize Incentive 
Plan are boosting sales to a new high—with- 
out spending an extra dime! 


They're increasing volume and opening new 
outlets. It's all because their salesmen are out 
working their heads off for the over-a-thousand 
worthwhile prizes offered by NuGrape. 


It's going to be a big, profitable year for 
NuGrape bottlers. Why not join them? 





lp ee 
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Protest Beverage Tax at C.B.C.B Officers of the association were Lorne Prentiss (Ont.); Clare W. 
Meeting re-elected. They are Wm. Hawre- Boorman (Ont.); R. W. Keast 
Members of the Canadian Bot- lak, president; Henri Toussaint, (Ont.) ; Ralph Streb (Maritimes) ; 
tlers of Carbonated Beverages, vice-president, and H. E. Woolley, and F. W. McIntosh (Que.) 
meeting in annual convention, Mar. treasurer. Joseph A. Whitmore con- 
19-20, criticized the Government’s tinues as executive secretary. New Canada Dry Plant 
recent imposition of a 30% excise New directors are: W. L. Drum- Canada Dry Bottling Co. of Bar- 
tax on soft drinks, and urged that mond (B.C.), Wm. Nesbitt (Sask.), rie, Ontario, recently announced 
it “be removed from our products M. Nicholson (Que.) ; Oliver Vardy completion of its new plant build- 
in the forthcoming budget.” (Nfld.); M. D. Spivak (Man.); ing. The company serves three 
In a communication sent to the 
Hon. D. C. Abbott, Minister of Fi- 
nance, the bottlers charged that 
they were “singled out .. . for spe- 
cial and excessively heavy taxation 
which, as the records disclose, is 
draining off alarming portions of 
our established sales volume”. They 
declared that “directly competitive 
products of lesser food value 
are left free of their proper share 
of the Canadian tax burden.” As a 
result, the bottlers added, they (the 
favored products) “are enabled to 
capture the business being diverted 
from our industry, which business 
has been developed by our efforts.” 
The sharp protest of the excise 
levy was the highlight of a well- 
programmed and well-attended con- 
vention. Principal industry speak- 
ers at the meeting were: Fred L. 
Hovey, general production manager, 
Orange-Crush Ltd., Toronto, Ont.; 
Wm. E. Mankin, public relations 
director of the Grapette Co., Cam- ‘as 
$ : Top—The new, modernistic Canada Dry plant in Barrie, Ont., features 
den, Ark. ; and C. L. Hodgins, direc- “show windows” through which passers-by may view the bottling opera- 
tor of technical development, the tions. Below—Principal equipment in the plant includes a 12-spout filler 


and 5-wide, two-compartment washer. 
Diversey Corp., Port Credit, Ont. .s se 
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The ANSWER BOOK to 
Automatic Uncasing and Washer-Loading 


MAIL Tuis illustrated 12-page brochure is filled with straightforward 
facts about automatic uncasing and washer-loading. In non- 
TODAY technical language the booklet describes the operating principles 
of the RCA Uncaser and Washer-Loader. It includes installation 
drawings and schematic diagrams . . . shows typical setups for 
the bottling plant . . . puts complete tables and dimensional 
drawings at your finger tips. 


FOR YOUR 
FREE COPY 


If you are looking for ways to raise the efficiency of your 
bottling plant, this book is important reading. Write for a free 
copy or mail the coupon. 


e) — 


BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 
of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 
In Canada: RCA VICTOR Company Limited, Montreal 


(MANUFACTURED BY ATKRON, INC.) 














- 











ie, * 


Dept. Q-64 
RCA Engineering Products, Camden, N. J. 


Send me a copy of your new 12-page brochure on the 
RCA Uncaser and Washer-Loader. 


Name 





Company_—_ 





Address. 





City State 
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reliable, 


Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Greensboro, N. C. 
Jacksonvile, Fla. 
Knoxville, Tenn. 
Memphis, Tenn. 





MATHIESON pry ice 


Get this quality Dry Ice from one of the following 
speedy-service Mathieson Warehouses: 


Nashville, Tenn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Philadelphia, Pa. 
Richmond, Va. 
Saltville, Va. 
Washington, D. C. 


MATHIESON CHEMICALS 
Serving Industry, Agriculture and Public Health 











Beats ’em all! 


CHOCOLATE 


CITRUS PRODUCTS COMPANY 


the chocolate field! 


SOLDIER, 


Don't Delay! Write for samples 
and facts today. 


11 E. Hubbard St., Chicago 11 








counties in the popular Ontario 


resort of Lake Simcoe and 
Georgian Bay, just North of To- 


ronto. 


area 


Owned and managed by A. L. 
Robinson, the brick and tile plant 
occupies 8,600 square feet of floor 
space and is currently producing 
Canada Dry Ginger Ale, Sparkling 
Water, orange, grape, root beer and 
Tom Collins mixer. The new com- 
pany began operations about a year 
and a half ago, now operates four 
trucks and has 14 regular employ- 
ees, and has already built sales to 
the point where production capa- 
city will have to be increased. 

Owner Robinson’s principal 
problem is his water supply, which 
is very hard well water requiring 
13 hours of treatment. A_ second 
2000-gallon tank is to be installed 
to permit working in two shifts, 
which to handle the 
heavy summer demand. 


is necessary 
Pepsi-Cola Appointment 

Frank W. McIntosh has been ap- 
pointed vice-president of the Pepsi- 


Cola Company of Canada Limited, 


WMER. 
RUST « LIME SCALE 


In Bottle Washers, Condensers and 
Other Water-Using Equipment 


LGnide 
i ts 


ETRE MASSACHUSETTS AVE 


Write for 
FREE Test 
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with headquarters in Montreal. He 
will also continue to serve as gen- 
eral sales manager. The announce- 
ment of the promotion was made 
by D. M. Chenoweth, president of 
the company. 


Injunction Granted on 
Trade Mark Infringement 


The Exchequer Court at Ottawa 
recently handed down judgment 
in favor of Coca-Cola Ltd. against 
London, Ontario, retailer, per- 
petually restraining him from in- 
fringing the plaintiff’s trade mark, 
Coca-Cola. The retailer had served 
some other beverage on orders for 
the plaintiff’s product, Coca-Cola. 

The judgment ordered the dealer 
to pay to the plaintiff “such dam- 
ages as it may have suffered by 
of the infringement and 
passing off complained of, or al- 
ternatively such profits 
made by the defendant by reason 


a 


reason 


as were 
of the said infringement and pass- 
ing off, as the plaintiff may elect.” 

The Court further ordered that 
the Registrar “enquire into and re- 
port as to the amount of such dam- 


Removes 
Prevents 


IND 


ically sealed, 


erators. 
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DIANA 


° com (een, 
Artkhraft BEV-FOOD 
BCOOLERS 


@ Efficient WET or DRY operation 
@ Five-sided refrigeration. 
@ Three-inch fibre glass insulation 


& @ Five-year warranty on the hermet- 
permanently oiled 
compressor at no extra cost. Saves 
you $5.00. 


Mass produced by America’s largest 
manufacturer of private brand refrig- 


Write today for literature and prices. 


MANUFACTURING CORP. 
1125 E. Kibby St., Lima, Ohio, U.S.A. 
*Trademark Reg. U. S. Pat. Off. 


. 
SEBS BBB BBE RBRBRBRBBERB BBS SE 


ages or profits, as the case may 
be.” The defendant was also or- 
dered to pay to the plaintiff its 
costs of the action, as taxed by the 
Court. 


Flu Epidemic Boosts 
Ginger Ale Volume 

The epidemic which 
has been raging through the east- 
ern 


influenza 


provinces since mid-January, 
has taxed the production capacity 
of ginger ale bottlers and the sup- 
ply of bottles. With ginger ale pub- 
licly recommended by health au- 
thorities for flu sufferers, the con- 
sumption has established a new 
winter sales record for the drink. 
At practically all the plants, extra 
operations were necessary during 
February and March, to cope with 
the demand from homes and hos- 
pitals. The production was handi- 
capped by a shortage of bottles, 
particularly the quart-size contain- 
for which the demand was 
greatest. The Sussex Ginger Ale, 
Ltd., Sussex, N.B., and with a 
branch plant at Halifax, N.S., is- 
sued a “Bottleneck” announcement, 


ers 


With 64 


Bad 


cu. ft. food 
refrigerator. 


6-CASE 
BEV-COOLER 


° 
24-CASE 
BEV-MASTER 
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THESE TOPPERS CAN BE POWERFUL SALES — 
STIMULANTS IF YOU PUT THEM TO WORK FOR YOU © 


WHY NOT ORDER TO DAY! 





FACTORY & HOME OFFICE 
NEW YORK. 505 FIFTH AVE 


161-171 LEVERINGTON AVE. 
MUrray Hill 2-2813 


COMPANY Inc. PHILA. 27, PA. IVyridge 3-4100 





urging consumers to return the trict Dental Society that soft of free sugar in the mouth of an 
empties at once and relieve the drinks are “hard” on the teeth. individual will, within ten minutes, 
situation at both plants. The Society stated that “all activate dental decay in teeth.” 
common soft drinks contain copi- The report also declared that 
Gets Honorary Degree oe < ; : ; as 
ous amounts of free sugar’ and the acid content in soft drinks “is 
J. William Horsey, Toronto in- added that “it has been unques- known to have a harmful decalci- 


dustrialist and president of tionably proven that the presence fying effect on tooth enamel.” 


Orange-Crush Ltd., recently was 
invested with a Doctor of Human- 
ics Degree from Philathea College _ 
of London, Ont. The degree was 
conferred by Dr. B. C. Eckhardt, 
president of the college. 


New Plant Near Completion 
Construction is near completion 
on the new plant for Coca-Cola 
Ltd., Edmonton, Alta. 
The building is of solid brick 


construction, and is 350 feet long NEW DIVERSEY PLANT 
and 150 feet wide. This is the new and completely modern plant of The Diversey Corporation 

i (Canada) Ltd., Port Credit, Ontario, a subsidiary of The Diversey Cor- 
Edmonton Schools Ban Soft Drinks Saag oF ai ; . Y 
poration, Chicago. The building contains 20,000 square feet of floor space, 
of which 6,300 are devoted to office, the balance to laboratory, manu- 
Schools in Edmonton were banned facturing and warehousing. The new plant enables Diversey to provide 
recently by the Edmonton Public the ultimate in service to the many Canadian users of Diversey products 
” ene for food plant sanitation, metal cleaning and industrial and institutional 
sanitation and maintenance. 


Soft drink sales to Public 


School Board, following a_ re- 


port by the Edmonton and Dis- 











MEET COMPETITION 


wn eet ONE CALL 
NEW YORKER and CASCADE te ¢ secen Ve 


CONTAINERS e@ PACKING 


line of beverages MATERIALS © FIBRE Di ais 
52 yoors of ¢ eccopt BOARDS e CORRUGATING imensiona 
Quality higher today than ever 


All popular flavors in demaad STRAW Displays 
Prompt shipment day order received 





Write Today 


MONARCH MANUFACTURING COMPANY | MQM 2 avs] Mold mae 


P. O. Box 68, Station A Atlanta, Ga. MONROE, MICHIGAN 
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He Pattie 


THAT MAKES IT 


IT’S WHAT 
MAKES A 
GOOD FLAVOR 


TASTE BETTER 


/ 
No mystery here. Better flavor 


3 : } : = : sells a carbonated beverage 
; — ye faster. And bottlers have proved 
| : ’ n 


a 


COOte eee OR eetenee 


that Merck Citric Acid brings 

out the flavor of a good beverage 

f ae) . q P Z —makes a good flavor taste better. 
Sy | ~~ a 

+ teevernevtes wesseatounl : at \ ies Other Merck Products 

te Che ceneenneene es ’ iy : % % For The Bottler: 


Lactic Acid Mineral Salts 
Phosphoric Acid 
Sodium Citrate 
Sodium Benzoate 





Tartaric Acid 


+ ‘ li : New York, N. Y. - Philadelphia, Pa. - St. Louis, Mo. 
MERCK &€ CoO., Inc. Chicago, Ill. - Elkton, Va. - Danville, Pa. 
Manufacturing Chemists \ Len Lagees, COM. 
In Canada: MERCK & CO. Limited 
RAHWAY, NEw JERSEY 





Montreal - Toronto - Valleyfield 
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“Quality and Servi 


BEVERAGE CO. 


October 20, 1950 


Hurt y-Peck & Company 
1423 Naomi Street 
Inditnepolis 7, Indiene 


Dear Mr. W. Hines; 


You'll be glad to know that the spoilege trouble we were having 
has been cleared up. I can not tell you bow much we appreciate your 
interest and assistance, 


The reports your leboratory sent after they checked the semples 
I sent in really pinned down the trouble. 4nd right after we got these 
reports from you, your salesman Sohrweide made a special trip over here 
to help. He put on his old clothes and together we went over this entire 
plant from top to bottom. We followed every suggestion made in your leb 
reports, and Walt found some other things that needed attention too. 
That was three weeks ago - and everything has been going along perfectly 
since then, JI think my plant is in better shape right now than it hes 
been in a long time, and I intend to keep it that way. This experience 
has proved to me that an ounce of prevention is worth a pound of cure, 


AS you might know, we lost some customers because of that spoilage, 
but it could have been worse. However, with your fine "Superbd® flavors 
there is always a good chance of getting them back. Jn the future J am 
certeinly going to see thet your leb checks my beverages regulerly for 
quality, 


A bottler like myself surely appreciates this help and fine service, 
Sohrweide is one sélesmen I always like to héve call on me because he 
really knows the soft drink business and he is very cooperetive and help- 
ful. Thanke e million times over. 


ruly yours, 









Makers 


COMPANY 
INDIANAPOLIS 7, IND. penal 
A, CALIF, 


of Quality " Super 
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C-, 
UNCAPS AND RECAPS 


“Cappy.” a new metal unit that 
will uncap and recap a bottle 
with equal ease is offered by 
Mayfair Manufacturing Co., Chi- 
cago. Compact (about the length 
of a king-size cigarette) and 
weighing 4 ounces, Cappy’s 
rounded head acts as bottle 
opener. The base, which is hol- 
low and within which a strong 
plunger is concealed, acts as re- 
capper (as shown above). Entire 
unit is also a _ practical ice 
crusher. 





Demineralizers Feature 
New Direct Reading Meter 
Barnstead Still & Steri- 
lizer Co. has reported that its Ban- 
tam Demineralizer is now equipped 
with a direct reading meter which 
indicates water purity. This fea- 
ture, according to Barnstead, en- 
ables anyone to tell the purity of 
the water at any time and maintain 
a constant purity check on the flow 
of demineralized water. 

Bulletins on Barnstead Bantam 
Demineralizers may be _ obtained 
from the firm, at 2 Lanesville Ter- 
race, Forest Hills, Boston 31, Mass. 





NESBITT’S MEETING 


A recent Nesbitt’s sales meeting 
in New Orleans, La., attracted 
Nesbitt bottlers from East Texas, 
Louisiana, Mississippi and Ala- 
bama. Plans for 1951 merchandis- 
ing and advertising were dis- 
cussed in open forum under Nes- 
bitt’s vice-president John T. Hun- 
saker (standing extreme right) 
and supervisors Joe Kerwin and 
Dell Peacock. Harry England, 
head of Nesbitt's New Orleans 
plant. seated second from left, 
acted as host bottler. 
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New Liquid Detergent Cleans, 


Deodorizes and Sanitizes 


Development of a radically- 
different combination floor cleaner- 
bactericide has been announced by 
Piatt & Smillie Chemicals, Inc. The 
new product, trade-named “FIRST” 
Antiseptic Liquid Detergent, cleans, 
deodorizes and sanitizes in a simul- 
taneous operation. 

According to the manufacturer, 
it not only assures an amazing Job 
of cleaning through the use of an 
excellent mixture of synthetic-or- 
ganic detergents, but it also sani- 
tizes at the same time because it 
contains a powerful new germicide, 
Santophen 1 (Ortho-Benzyl-Para- 
Chloro-Phenol). This combination 
makes possible a thorough cleaning 
as well as a radical reduction in 
bacteria and fungi count. 

Because floor temperatures sel- 
dom exceed 60 to 70 degrees, Piatt 
& Smillie chemists have specifically 
compounded “FIRST” to perform 
best between 60 to 80 degrees floor 
temperature for a maximum range 
of efficiency in cleaning operations. 


This is an actual unretouched 
photo of demonstration on ter- 
razzo floor with “FIRST” Test Kit. 





The product, in fact, is said to 
work well with cold water alone. 
Bottlers who have floor cleaning 
problems can obtain, without cost, 
a “FIRST” Test Kit from Piatt & 
Smillie Chemicals, Inc., 2322 Olive 
Street, St. Louis 3, Missouri. 


New Insect Control 


() A new insect control, a 
product of the Virginia Smelting 
Co., West Norfolk, Va., is now be- 
ing marketed by Geller Balze Co., 
131 E. 17 St., New York City. 

Known as Lethalaire V-21, a 
high-potency formula that kills 
cockroaches, moths and other in- 





sects, it is dispensed through a 
portable 
turn of the handwheel releases a 


container-applicator. <A 


self-propelled, circulating mist of 
ultra-fine insect-killing 
which 


particles, 
suspended in the 
air for relatively long periods. 


remain 


Lethalaire V-21 does not contain 
DDT, and is non-injurious to hu- 
mans when used as directed. 


Squirt Company Launches 
Big National Ad Drive 


Using an arresting, high- 
ly-competitive theme, The Squirt 
Company, of Beverly Hills, Calif., 
will launch a powerful new national 
advertising campaign in late May, 
according to an announcement by 
Squirt President, H. B. Bishop. 

The new campaign will feature 
both soft drink and mixer use of 
Squirt in advertisements appearing 
in “Life” and “Look” magazines. 

Full page advertisements will be 
used to give top impact to the theme 

“Never An After-Thirst.” This 
new theme was developed around a 
unique sales appeal which is found 
in Squirt. Surveys, discussions with 
retailers and consumers show that 


SQUIRT SUITCASE 


Winner of a flying trip to Mexico 
on the Desi Arnez Radio Show, 
Maria Smith. Squirt Company 
receptionist, just wasn't taking 
any chances on not having a 
refreshing bottle of Squirt handy 
during her sojourn. She's shown 
packing for her trip. 





the grapefruit drink has a fresh, 
clean taste that leaves the mouth 
clean and refreshed without an 
after-thirst. This Squirt quality 
will be presented in bold, challeng- 


_ing news-style advertisements. 


Reg Lowander, Squirt Advertis- 
ing Manager, has outlined plans 


for a heavy, continuing program of 
advertising and promotion to coin- 
cide with the appearance of the 
new campaign, created by Harring- 
ton-Richards, advertising agency of 
The Squirt Company. 

It is reported by William Jay, 
Vice President and Sales Manager 
of Squirt, that recent months have 
activity in pro- 
moting sales of both mixer and soft 
drink usage of Squirt. This has 
been particularly true of sales ef- 
forts at the bottler level, and will 
continue in this new national cam- 
paign. Bottlers will use special win- 


seen increased 


dow streamers, bottle collars for 
both 7 oz. and “Party Size” pack- 
ages, bottle tops for Squirt bottles 
and liquor bottles, displays and 
other promotion pieces ... to in- 
crease distribution and sales in a 
wide range of outlets, including 
supermarkets, retail food stores, 
liquor stores, taverns, bars, res- 
taurants and others. 

To tie-in with the national cam- 
paign, a new Squirt newspaper 
campaign, television films, and ra- 
dio spots, all featuring the new 
theme, will be used by Squirt Bot- 
tlers for local market promotion. 














Looking 
for a Profitable 





Drink That’s Different? -- 


li 
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Birchola is a delicious beverage that has that real “fresh 
from the woods" flavor. There are many years of solid 
popularity behind it—it has been sold in bottles, at foun- 


tains and from kegs. 


Birchola is now being offered on an exclusive franchise 
basis. We have a set up that can't be beat from a profit 
stand point, including low flavoring cost-per-case and 
sensible advertising and promotional plans. 


Write, wire or ‘phone now for more complete details . . . 


THE BIRCHOLA COMPANY 


Scranton, Pa. 


319 North Sumner Avenue 








more cases per man per day with 


BURNS MASTERLINE FILLERS 


Write and let us tell you how you can pay for your 
BURNS equipment out of the savings it makes. . . . 


new Burns Catalog write for it today. 
It is your guide to increased profits. 


BURNS BOTTLING MACHINE WORKS, INC. 


2229 KIRK AVE. 


Established 1919 
BALTIMORE 18, MARYLAND 
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Ings Ue 
Happening | 


Pe ee e 
Auceican Smart new merchandising aids! 
ASSOCIATION 
Pustications 





New advertising campaigns! 





Consumer and marketing research! 





PROFIT NOTE: in times like these, it’s more neces- 
sary than ever that a bottler understand every facet of 
existing conditions in the beverage business prior to 
further investment. Which is why GRAPETTE invites 
your complete investigation of available franchises. Write 
us, and our representative will call on you in person with 
the full- and profitable- information. 


THE GRAPETTE COMPANY 


Incorporated 
CAMDEN e ARKANSAS 
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\ Strawberry 
Raspberry 


We 


Cherry 


Real Fruit is now a deciding factor when 
the public steps up to the soft drink 
counter. More and more customers are 
» demanding beverages flavored with real 
\ fruit. P&S Real Fruit flavors are now 
available in greater volume . . . ready to 
fill:the growing demand. 
NSA 
P & SReal Fruit Flavors carry their message 
in the bottle and tell it on the tongue of 
every customer. Flavors with the tasty 
goodness of real fresh fruit are selling .. . 
everywhere}, Put P & S Real Flavor in your 
bottle . . . and you're sure of True Fruit 
Flavor as luscious as the fruit itself .. . 
sure of continuous sales in fierce com- 


petitive markets) \ 


Don't guess 
Use P&S 
Real Fruit Flavors 


POLAK & SCHWARZ, INC. | 


667 Washington St., New York 14, N.Y. 


Midwestern Office: 173 W. Madison Street, Chicago 2, Ill. | 


Representatives: Milwaukee - Los Angeles 


Canadian Office: Box 39, Station "A", Toronto, Ont., Canada | 
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YO0-HOO | YOO - HOO CHOCOLATE PRODUCT 
| City National Bank & Trust Co. Bidg. 





Yoo-Hoo 


CHOCOLATE 


BEVERAGE s 


Makes 
Repeat Sales 





Year round profits are 
yours when you distribute 
Yoo-Hoo. For this deli- 
cious chocolate drink. 
served hot or cold, has 

the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 


the Yoo-Hoo bottling fran- 
chise in your territory. 


Room 404, Hackensack, WN. J. and Batesburg, S. C. 











Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas * Root Beer « Other Beverages 





™°E BERGHAUSEN CHEMICAL co. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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Report More Bottlers Using 


Evans Automatic Heaters 


A sharp upswing in sales of 
the Evans Automatic Heating Unit 
has been reported by Grover C. 
Evans, sales manager for the G. C. 
Evans Sales Company, Little Rock, 
Arkansas. 

Among recent installations are: 
Coca-Cola Bottling Co., Chatta- 
nooga, Tenn.; Seven-Up Bottling 
Co., Detroit; Pepsi-Cola Bottling 
Co., Sheffield, Ala.; Seven-Up Bot- 
tling Co., Toledo, Ohio; Coca-Cola 
Bottling Co., Knoxville, Tenn.; 
Seven-Up Bottling Co., Cleveland, 
Ohio; Dr. Pepper Bottling Co., Ope- 
lika, Ala.; Nesbitt’s Bottling Co., 
Chattanooga, Tenn.; Coca-Cola Bot- 
tling Co., Mason City, lowa; Seven- 
Up Bottling Co., Flint, Mich.; 
Pepsi-Cola Bottling Co., Evansville, 
Ind.; Paducah Bottling Co., Padu- 
cah, Ky.; Barq’s Bottling Co., Cin- 
cinnati, Ohio; Grapette Bottling 
Co., Beaumont, Texas; Seven - Up 
Bottling Co.,. Norfolk, Neb., and 
Pepsi-Cola Bottling Co., Mobile, 
Ala 

The Evans Unit is a completely 
automatic device that maintains ab- 
solutely - correct temperatures in 
bottle washing machines. By re- 
placing the steam boiler previously 
required, the Evans Unit shows 
greatly reduced fuel cost, as well 
as savings on labor and insurance, 
according to Mr. Evans. The unit 
is now in use in all states and in 
several foreign countries. 


Topflight Tape Appoints 
Paris Sales Representatives 


The Sagimco Engineering 
Corporation, 34 Avenue des Champs 
Elysees, Paris, France, has been 
licensed as Sales Associate of the 
Topflight Tape Company, York, 
Pennsylvania. This is the first Top- 
flight sales outlet in Europe. 

For several years there have 
been representatives in U. S. Ter- 
ritories, in Cuba and the Philip- 
pines, as well as in most of the 
states. 


Mason’s Outlines Advertising 
Plans At Regional Meeting 
Regional managers of Ma- 
son’s Old Fashioned Root Beer at- 
tended a special three-day meeting 
last month in Chicago. The managers 
in attendance at the meeting were 
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ANCHOR HOCKING OPENS NEW LABORATORY 


Anchor Hocking Glass Corporation has announced the opening of the 
first unit of a new Engineering and Research Center at Lancaster, Ohio. 
This unit, housing the Package Engineering and Research Division of 
Anchor Hocking, has all the scientific equipment required to render 
complete service to users of Anchorglass Containers and Anchor Caps. 





POWER FEEDER FOR BELT CONVEYOR 





A power feeder for the Floor-Veyor, Jr. inclined power belt conveyor has 
been introduced by The Rapids-Standard Company, Inc., Grand Rapids, 
Mich. The new addition will transfer many types of packages from level 
to inclined conveyors, and vice-versa. It connects to the low end of a 
Floor-Veyor, Jr.. and adds to the conveyor’s usefulness by handling very 
short or long articles that might not transfer smoothly from gravity 
feeders. It may be attached easily to models already in use. 





HIRES PLANT MANAGERS MEET 


Charles E. Hires Co. plant managers were brought together to discuss 
sales plans at a recent series of regional meetings in Houston, Chicago 
and New York City. Shown at the Houston conclave, above, are (left to 
right, standing): L. C. Appel, Burbank. Calif.; G. R. Beattie, Los Angeles; 
I. H. Taylor, San Francisco; H. D. Blossom, New Orleans; J. D. Moore, 
Sales Manager, Company Plants, and J. F. Gorski, Jr., Vice-President in 
Charge of Sales. Seated are J. K. Munnerlyn, Houston; M. D. McCain, 
Birmingham, J. L. Wallace, Dallas, and E. T. Rose, Memphis. 











Deluxe Water Cooling Unit 
Conveyor Inspection Light 
Syrup Salvage Pump 


Case Packing Machine 
Activated Carbon Purifier 


WRITE NOW 
FOR DETAILS 








P&R Bottling Equipment 


Rugged . .. Economical .. . Reasonably Priced 


@ Standard Water Cooling Unit 
@ Case Filling Machine 
@ Inspection Light 
Beverage Mixer @ Syrup Cooler 
@ Sand Filter 
@ Inspection Boxes 


EACH PRODUCT IS BACKED BY 25 YEARS 
EXPERIENCE IN SERVING BOTTLERS 


POTTER & RAYFIELD, INC. 


P.O. BOX 1042, ATLANTA |, GA. 








DIVERSEY 


*RELION 


gives you sparkling clean 
bottles at low cost! 








Lou Saperstein, Lester P. Jones, 
William J. DeChelbor, Jake Barn- 
holtz, Robert Junod and Floyd 
Hamann During the meeting, 
Henry Mason, vice-president of Ma- 
son & Mason, Inc., presented the 
company’s new plans for increased 
advertising and merchandising ac- 
The point-of-purchase ad- 
vertising program was unveiled by 


tivities 


Gordon Vizard, recently appointed 
advertising manager. 

Television will play an increased 
part in Mason’s Root Beer adver- 
tising schedules during the next 
twelve months, according to Ralph 
E. Mason, president of the parent 
company. Test schedules have been 
completed in a number of markets, 
including Indianapolis, Cleveland, 
Miami and Seattle. 

At the regional managers’ meet- 
ing, Mr. Mason spoke of the results 
obtained from television test cam- 
“The impact on the buying 
public has been uniformly good,” 
he said. “In markets like Miami 
and Indianapolis, Mason’s 


paigns 


where 
bottlers are running extended 
schedules, the increases in root beer 


sales have been very satisfactory. 


New one minute and twenty-sec- 
ond video spots are now being 
created under the direction of Gor- 
don Vizard, ad manager. 


Spanish Point-of-Purchase 
Displays for Lucky Club 


The Lucky Club Company, 
St. Louis, Missouri, has released a 
attractive lithographed 
displays for use in Spanish-speak- 
ing countries where Lucky Club 
products are distributed. Cut-outs 
of Lucky Club Orange bottles, 
crowns and attractive picture pieces 
are in the set. 


series of 


The company manufactures a line 
of beverages under the Lucky Club 
label—Cola, Orange, Grape, Cola 
Champana, Root Beer, and other 
popular flavors. 


Diamond Alkali Net Up 


Net sales of the Diamond 
Alkali Company, Cleveland, O., for 
the quarter period ending March 31, 
1951, were $18,977,055 as compared 
to $12,734,924 for the same period 
in 1950, Raymond F. Evans, Presi- 
dent of the Company, has reported. 


Spielman Company Adds New 
Display-Making Equipment 


Additional new  equip- 
ment has been installed in the ex- 
panded plant of Spielman Com- 
pany, Philadelphia, makers of dis- 
play materials for the 
industry. 


beverage 


According to Mr. Irwin Parnis, 
president, recent modernization of 
the firm’s facilities has enabled it 
to turn out work more efficiently, 
resulting in faster production and 
lower prices to bottlers. 

The equipment installed was an- 
other automatic silk screen ma- 
chine, more die cutting machines 
and additional equipment for the 
new, modern photographic depart- 
ment 


Bond Crown & Cork Office 
Opened In Detroit 


Com- 
pany recently announced the open- 
ing of a new Bond Crown & Cork 
Co. sales office in Detroit, Michigan. 
G. Spencer Yull is in charge. 
Located in the Maccabees Build- 
ing, 5057 Woodward Avenue, De- 


Continental Can 





delict 





VANILLIN} 


ZIMCO*LIGNIN VANILLIN U.S. P. 





A Natural Source Vanillin Originated 
and Manufactured in the United Slates. 





A Finer Vanillin of Exquisite Aroma. 





Consult your flavor supplier 








' 4 
. the kind millions have 
enjoyed since childhood . . . 
now bottied by over 250 bottlers with ph 1 
(and profitable) sales. Write today—franchises 
available in many territories. 

(Tom Collins Jr. franchises aiso available.) 


A. J. LEHMAN CO. 


rea 





912 Sycamore St. 
Cincinnati 2, Ohio 








. 7 
1a. 
SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY, NEW YORK 18.N. Y. 


445 Lake Shore Drive, Chicage 11, TL. 
FACTORY: ROTHSCHILD, WISCONSIN 
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WANTED 


USED 100+ COTTON SUGAR BAGS 


Write, wire or phone 
for top cash prices. 


FULTON BAG & COTTON MILLS 


In reply please refer to Dept. F-3 
320 Gaiennie St. or P.O. Box 198 
New Orleans 3, La. Phone: Tulane 4811 


SALES BOOKS == 


IMPRINTED WITH YOUR NAME c 
and NUMBERED As Low As Each 


Designed exclusively for bottlers. Time savi "9. efficient. 
Your name imprinted in heading. Your products listed 
in body of form. Available with consecutive numbering 
if desired. 

Made of fine quality bond or poster paper with heavy- 
duty binding for rough handling. Long life carbons 
give clear, legible copies. 

Send a sample set for free quotation, or write for 
complete price list. 


LARPY 


Vhational BUSINESS FORMS co 


53 W. Jackson Bivd. Chicago 4, lll. 





troit 2, Michigan, the new office the technical facilities of H. Kohn- Louis J. Woolf, President and 


will serve crown users in Michigan stamm & Company 


and Northeastern Indiana. nationally for 


Bond Crown sales offices also are tributions made 


are recognized Treasurer; Hugo Pulver, Vice 
valuable con- President; Charles D. Allen, Vice 


to the trade as a President; Richard S. Carmel, Vice 


located in New York City; Wil- result of its scientific research on President; Robert A. Phair, Sec- 


mington, Delaware; New Orleans, industrial products. 


Louisiana; Cincinnati, Ohio; Mil- Among the 
waukee, Wisconsin; and Los An- pioneered by 
geles and San Francisco, Califor- Company was 


nla. certified colors 


retary; Edwin W. Mayer, Assstant 


many innovations Secretary; Joseph M. Castellano, 


Kohnstamm & Assistant Secretary; Walter J. 


» development of Kohnstamm, Assistant Treasurer; 


food products. and Isidore Streisfeld, Assistant 


So successful was the company in reasurer. 
H. Kohnstamm & Company the development of harmless food Modern factories are owned and 


Celebrating LOOth Anniversary colors that the 


H. Kohnstamm & Com- 
pany, Inc., New York City, is cele- 
brating its 100th anniversary this 
year. The firm was founded in 1851 
by Joseph Kohnstamm. 

At first, the business was simply 
a matter of importing ultramarine 
blue, and selling it. From this com- 
paratively simple operation, it was 
a logical step to manufacturing and 


distributing. The company saw in The firm was 


° 2 . 99 ote} . 
its own manufacturing processes 1922 with the 


first convention 
not only accepted 
standards for the 
dorsed them. This was the begin- PR iermsen 6Co 
ning of harmless 
America and led after to the cer- 
tification of such colors by the Bu- 
reau of Chemistry, 


Agriculture, in the year 1907. 


National Confec- operated at Camden, New Jersey; 
tioners’ Association, holding its Brooklyn, New York; Kearny, New 


the vear 1884, Jersey and Clearing, Illinois. 


these colors as 
industry, but en- Small Hormann Filter 


, Inc., 
food colors in 17 Stone Street, Newark 4, N.J., has 
announced development of its small- 
iicieadianet ot est industrial filter. The unit has a 

; 10” square frame size, and can be 
operated with 4 to 8 pads. 


incorporated in Heavy nickel plated bronze cast- 
main office located ings construction is said to insure 


the ability to better control the at 83-93 Park Place, New York great strength and lifelong service. 
quality of its products. ( ty. A Western division headquar- Stainless steel backing wire and 
Scientific research along indus- ters is located in Chicago, Illinois, perforated metal screens are used 


trial lines was in its infancy when with branch 
H. Kohnstamm & Company estab- cities. 


offices in 25 other for the plates and stainless steel 


rods are used for the main filter 


lished its first laboratories. Today, Present officers of the firm are: supporting rods. Supporting stands 





The World’s 


TRADE MARK REG. 
STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
HOW IT WORKS NEWPORT NEWS, VA. 
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How to Reduce Foaming 


Most foaming is caused by temperature differences be- 
tween carbonated water and syrup in the filler. The best 
solution to this problem is the Mojonnier Syrup Cooler, 
which cools syrup down close to water temperatures. 





Mojonnicr Junior Syrup Cooler 


The Mojonnier Junior Syrup Cooler is rated at 16 and 
48 gals. per hour; Senior models rated at 115 and 265 
gals. per hour. Meet all requirements of the industry. 
Fit in any type plant. Write for descriptive literature to: 





MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, Ill. 








are gray iron castings with heavy 
steel base plates. The machines are 
mounted on sturdy iron casters for 
easy portability and convenience. 
If desired, filters can be constructed 
of other materials, such as alumi- 
num, stainless steel, etc. to meet 
specific requirements 

Self-priming rotary gear pumps 
are standard with all machines and 
are driven with V-velts, providing 
maximum efficiency and safety. An- 
other 
small unit is that all pumps are 


notable advantage of this 


arranged so that they can be used 
independently of the filter for trans- 
ferring liquids from one container 
to another 


Monsanto Will Produce 


Vanillin From Lignin 


Monsanto Chemical Com- 
pany recently announced that it 
will produce vanillin from lignin. 
Lignin is a by-product contained in 
sulfite liquors from the wood pulp 
industry. 

New production units will be in- 
stalled at Seattle, Wash., and St 
Louis, Mo., to carry out this new 


PROFITS GET 


REZ. ) 


Aggressive Dr. Pepper Merchandising 
Works for Alert Dealers! 


Sales of Dr. Pepper are still climbing, as a result of a 
vigorous new advertising and merchandising policy 
at both national and local levels. Because the pro- 


gram is arranged so that local 
bottlers and dealers may tie in 
directly on a scale that meets their 
budget, bottlers and dealers 
have found they get more for 
their advertising dollar each 
time they participate in a com- 
pany-backed promotion. And 
sales figures tor these partici- 
pating bottlers and dealers 
prove that these cooperative 
efforts pay big. For highest 
profits, tie in with Dr. Pepper 
advertising! 
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PORTABLE, FOLDING 


Compact and lightweight. the 
Hytrol portable folding conveyor 
can be moved and operated by 
one man. Especially adapted to 
materials handling chores in 
small areas, the unit is available 
in five sizes, each of which folds 
to one-half its own length. It can 
be moved, or have the angle of 
delivery changed, while the con- 
veyor mechanism is is motion. 
Seedburo Equipment Co., Chi- 
cago, is exclusive distributor. 





process which will replace and aug- 
ment the present capacity for pro- 
ducing vanillin from basic chemical 
materials. 

The finished product from the 
new process will not differ in any 
respect from that produced by the 
present method, the company said. 


Goody Orange Introduced 


In answer to increasing 
demands from bottlers, The Goody 
Company of Minneapolis, manufac- 


turer of Goody Root Beer, is now 
making available to bottlers, an- 
other popular 
Orange Drink. 


product, Goody 

Hymen Goodman, president of 
The Goody Company, reported that 
Goody Orange is “the result of long 
experimentation and testing.” The 
quality of Goody Orange will match 
the high standard that has always 
been maintained by Goody Root 
Beer, he said. 

Present Goody bottlers will have 
the first opportunity to obtain a 


Why Pay Extra 
Money For Your 
Insurance? 


500,000 
Premiums. 





You can save 15% to 40% of every dollar 
you usually pay for your policies by insur- 
ing with other bottlers now using Dodson 
specialized service. 


You get SAFE protection suited to your 
particular needs, and ALL POLICIES are 
NON-ASSESSABLE. 


In 50 years of service to the Bottling In- 
dustry we have returned more than $13,- 
in cash savings on 


Ask about our lower rates for Fire Insur- 
ance on good bottling plants. 


Insurance 





BRUCE DODSON & COMPANY 


28th and Wyandotte e Kansas City 10, Missouri 
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sissippi; and the compounding 
plant at Los Angeles. 

Wyandotte Chemicals, a_ sixty- 
one-year-old producer of specialized 
cleaning compounds, alkalies and 
organic materials, is a major man- 
ufacturer of three of the four most 
widely used and essential industrial 
chemicals. 


ak aia 











WYANDOTTE TRAINS ITS PERSONNEL 


Sales and Service Supervisors of Wyandotte Chemicals Corp. are shown 
in attendance at one of a series of product application schools conducted 
by the company. Left to right, standing: Fred King. Manager Market 
Development, Food, Beverage and Special Detergents; G. C. Bartlett, 
Cleveland: Hart Morris, Detroit: G. J. Webb, Kansas City: W. E. Bosworth, 
Chicago; R. E. Fuller, New York; P. N. Burkard, Director Technical Service. 
and Harold Suter, Director Application Research. Seated: A. G. Bettner. 
Minneapolis; J. F. VanDerpool and R. M. Barnes, Syracuse; J. H. Koerber 
and Fred Martin, unassigned. 





franchise for bottling this new and the industry-service scope of 
Goody product. Bottlers may apply Wyandotte Chemicals Corporation, ap nage SPEED » 
ee en RE a es aed rr e ‘ or motor applications that re- 
for the Goody Orange franc hise by was announced last month by Rob quire continuous aud accurate 
writing The Goody Company, 318 ert B. Semple, president. speed indication, U. S. Electrical 
Seventh Ave. North, Minneapolis, The program will involve the pres Inc.. — eS eed 
: a r - Providing an electric tachometer 
Minnesota. company’s three chemical manufac- arrangement. U. S. Varidrive mo- 
turing and compounding plants lo- _ — gran with Model 
Wyandotte Chemicals Plans cated in Wyandotte, Mich.; the Bl, tachometer and generator in 
Big Expansion Program limestone quarries at Alpena, Mich- speeds from 2 to 10,000 rpm. The 
A program to materially igan; the montmorillonite clay indicator dial shows operating 
speed as a percent of the Vari- 


increase the manufacturing breadth operations at Blue Mountain, Mis- drive maximum speed. 





~ 


CROWNS 1SON'S 


..- As You Need Them! 
.-- When You Need Them! ... 





FENN has boon servicing the gna ACID PROOF CARAMEL 


industry with Precision-made 
brightly lithographed 


CROWNS for more than 20 ri FOAMING TYPE CARAMEL 


years. 


Need delivery in a hurry? Need special Caramel Coloring 


decorations? — Stock designs? — Just call. 


We also manufacture metal screw caps from for ALL TYPES of 
18mm up to 89mm 
CARBONATED BEVERAGES 


Samples on Request 
Penn Cork & Closures, Inc. | | BRST Gore ee 


Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, N. Y. 5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y 
1901 PAYNE STREET, LOUISVILLE, KY 
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STANDARDIZED CANE SUGAR SYRUP 
CONTROL batches by the turn of by the 


avalve... use of 


DECREASE your labor costs... a —_ 
INCREASE your production ... uniform 


: LIQUID 
ELIMINATE bag dust, lint, and 
sugar spillage ... SUGAR 


TANK CARS—TANK WAGONS—DRUMS 


Order direct or through your Sugar Broker 


THE NULOMOLINE DIVISION 
AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 


BROOKLYN, N. Y. 
CHICAGO, ILL. 








Plants at 
LOS ANGELES, CAL. 
MONTREAL, CANADA 














contains no lead, and is made with 

a new resin, C-34, that is said to 

give fast drying, hard finish, high 

BROCHURES AND CATALOGS gloss and outstanding weather 
ability. The bulletin is free on re- 

St quest to: Mr. G. F. Fine, The U. S. 


Stoneware Co., Akron 9, Ohio. 


Towmotor Accessories 
A new Standard Accessories Fol- 
der, captioned “Extra Arms and 


Hands for Towmotor One-Man- 


Gang” has just been made available- 


by Towmotor Corporation, manu- 
facturers of fork lift trucks and 
other materials handling units. The 
folder pictures the various Stand- 
ard Accessories provided by Tow- 
motor for fast, cost-cutting. mass 
handling of unusual materials and 
A copy of 
the new Standard Accessories Fol- 


special types of loads. 


der may be obtained by writing 
Towmotor Corporation, Cleveland 
10, Ohio. 


Bulletin On Peerless Pumps 
Describing and illustrating one 
of the broadest lines of general pur- 
pose pumps is a new bulletin just 
published by Peerless Pump Divi- 


AND FLAVORS 


quality tor 


sion, Food Machinery and Chemical 
Corporation, comprehensively cov- 
ering the company’s _ horizontal 
Fluidyne pump line. Peerless Flui- 
dyne pumps are of the horizontal, 
end-suction centrifugal type and 
may be driven by electric motors in 
sizes from 1, to 150 hp, affording 
a capacity range from 10 to 5500 
gallons per minute. Liquids can be 
pumped against heads up to 260 
feet. Copies of the new Bulletin, 
B-2300, may be obtained by writ- 
ing: Peerless Pump Division, Food 
Machinery Corp., 301 West Avenue 
26, Los Angeles 31. 


New Enamel Finish Paints 
Advantages in using the new 
Neolac “600” enamel finish paint, 
developed by The U. S. Stoneware 
Co., are described in its just-pub- 
lished Bulletin 239. Neolac 600 


TRUE FRUIT—Black Raspberry—4 oz 
Black Cherry—4 oz 

HI-Y-EE—Retreshing Pineapple—1 

CREAM—Always hits the spot—1 oz 


Full Line of Soda Water Flavors. 
rite for Samples and Prices. 


rolls... folds in any direction! 


Materials Handling Catalog 

A new comprehensive catalog of 
materials handling equipment has 
been released by Yale & Towne 
Phila- 
delphia Division. Subjects covered 
in the 44-page book include a gen- 
eral description and application 
data on Yale’s gas and electric fork 
lift trucks, motorized hand trucks, 
hand lift trucks, and hand and elec- 
tric hoists. For a free copy, write 
to Yale & Towne Manufacturing 
Company, Philadelphia Division, 
11000 Roosevelt Boulevard, Phila- 
delphia 15, Pa. 


Manufacturing Company’s 


Refrigerator Compressors 

Detailed description of the 2, 3, 
5, and 7'2 hp hermetically sealed 
refrigeration compressors and con- 
densing units is given in a bulletin 
available from the Westinghouse 


Exceptio 
bility with tu wont. 


ull 
fective ‘J 
ual 
Corr — ities of 


Write Dept. 591-C 

for samples and 
a ; literature 
“MANUFACTURING CO., INC. 
591 Ferry Street, Newark 5, N. J. 


CORRUGATED PAPER PRODUCTS SINCE 1919 
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Electric Corporation. For a copy of 
Descriptive Bulletin 101-110, West- 
inghouse Refrigeration Compres- 
sor 2, 3, 5, and 7% hp, write 
Westinghouse Sturtevant Division, 
200 Readville Street, Hyde Park, 
Boston 36, Mass. 


International's Refrigerated 
Truck Catalog 

The motor truck division of In- 
ternational Harvester has issued 
an 8-page, full-color catalog describ- 
ing the company’s new line of re 
frigerated trucks with Metro bo- 
dies. The new catalog, now being 
distributed to International dealers, 
districts, and branches, colorfully 
illustrates the uses of refrigerated 
trucks. Features of the multi-stop 
delivery truck with Metro body, 
plus the automatically operated, 
constant-temperature refrigeration 
units, are shown. The back cover is 
devoted to International’s nation- 
wide truck servicing network of 
4,700 dealers and 173 company- 
owned branches. Cities where 
branches are located are listed. 


lt Costs No More to Use... Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 

it is brilliantly clear, free flowing, and exceptionally strong. 

You take no chances when you take advantage of our experience and 
service. You are assured of quality and dependable performance, 
backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


1300 W. DIVISION ST., CHICAGO 22, ILL. © 41-11 29th ST., LONG ISLAND CITY 1,N.Y 


HANDI-PAK PROMOTION ENTERS SECOND ROUND 

Canada Dry’s life-size display of Mary Hartline. the Canada Dry TV girl. 
now appearing in retail stores in conjunction with a six-case floor dis- 
play of ginger ale handi-paks, will also star in the second round of the 
promotion starting this month. The five-foot cardboard figure (right) was 
ingeniously designed so that she could be detached from the case dis- 
play and slipped into a second display (left), a smaller cardboard unit 
showing a giant six-bottle carton. 








AMERICA’S FINEST BEVERAGE COOLERS 


Cd 


Geueo 


Four sizes in each swer for fast, low-cost, 

model... capacity trouble-free cooling... 

: range from 5 to 50 Write for literature 

Above Mode! a cases, here is the an- and complete details. 


C-420, Du Pont 
Dulux Beked Enamel 


; ‘Model DB-21 ‘ 
e 21, 
Finish, La ot an The BEVCO / Ad potable Divider Grills, ~ 
justable Divider Grills ‘'C"' “ae. 0. ingle: Spout oy 
Sizes—4, 


— xy Operated. 


eens kb Pt. 3316—28 S. Broadway « St. Louis 18, Mo. S2"1s"n"""" * 


Equipment ‘'DB"' 
6, 


CHOICE OF THE TRADE IS THE “BEVCO-MAID” 
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Virginia Dare Extract Co., Inc. 


The Board of Directors of Vir- 
PERSONNEL CHANGES = ginia Dare Extract Co., Inc., Brook- 
= lyn, N. Y., last month announced 
: several top management promo- 
tions. 

The Directors elected Dr. B. H. 
Smith to the new office of Chairman 
of the Board; Lloyd E. Smith, 
President and Treasurer; Lincoln 


company. Mr. Barclay has_ been 
with Heil for over twelve years as 
a sales representative and district 


manager at Seattle, Washington, R. Young, Harry E. Dessender 

and Hillside, New Jersey. and Charles I. Heritage, Vice- 

To fill the place vacated by Mr. Presidents; and Henry A. Keller- 

Barclay’s move to Milwaukee, Wil- hals, Secretary. Fred A. Abraham- 

liam Schumacher, sales representa- sen becomes Assistant Treasurer. 

tive at Hillside, N. J., has been Virginia Dare is well known in 

named district sales manager for the soft drink industry for a com- 

that area. plete line of flavors. As Chairman 

TAKES OVER of the Board of Directors, Dr. 

A newcomer to the bever- Smith will continue as the senior 

age industry. Henry S. Em- officer of the company. He founded 
bree is the new owner and Sie ee ve —_ 

president of Citrus Products the extract company in 1923, and 

Co., Chicago. has established a record as its 

President that is outstanding in 

the flavor industry. Under his 

The Heil Co. guidance the firm has operated at a 

Joseph F. Heil, president of The profit and paid ° dividend rita 

‘ year of its operation. Dr. Smith is 

Heil Co., Milwaukee, has announced a Past President of the Flavoring 

3. Extract Manufacturers Association. 

Lloyd E. Smith joined the com- 








the appointment of John Barclay as 
general sales manager to succeed 
William E. Simons, who has left the JOHN BARCLAY pany in 1924. For many years he 








Multiplex *Ste* Dispensers 


“Filpace 4 For BARS and TAVERNS 


Fresh Carbonated Drinks 


STAINLESS STEEL — 


LEMON 


GINGER ALE 
TANKS we 
SPEEDS SERVICE 


e8 INCREASES PROFITS 
for Storage-Mixing ELIMINATES BOTTLES 


Write for Folder and Prices 


Sizes: 30 to 1000 gallons. MULTIPLEX FAUCET COMPANY 
Styles: vertical, horizontal, 4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 
squat, and specials to meet Manufacturers of Beverage Dispensers for 45 Years 

your Specifications. Many 


| standard sizes in stock for im- 
| 











mediate delivery. Sturdy, dur- 
able construction. se 4 ‘@) MA S E a nue 


Other “Filpaco” Prod- ‘|: SANITARY VALVES LINE 
ucts: syrup and water i AND BRINE FILTERS 
filters, portable agi- i 
tators, sanitary transfer Ta 

pumps, conveyors, sanitary fittings, tygon tubing 

stainless steel smallware, filter paper, filter cloth, 

asbestos filter pads. 


Write for Bulletin SST today! 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 
2414 S. Michigan Ave., Chicago 16, Ill. 


FITTINGS TUBING 
L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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VIRGINIA DARE’S 
OFFICIAL FAMILY:— 


Left to right: 


ie 


ry 


Dr. B. H. Smith, Board Chairman; President Lloyd E. Smith: Vice-Presidents 
Charles I. Heritage. Harry E. Dessender, Lincoln R. Young; and Secretary Henry A. Kell- 
erhals. 





has been Vice President and Treas- 
urer, directing production and pur- 
chasing, and has headed the Export 
Division. He also is a Past Presi- 
dent of the Flavoring 
Manufacturers Association. 

Both Mr. Dessender and Mr. 
Heritage, the new vice-presidents, 
have been active in sales of the 
company since its inception. Mr. 
Dessender is Manager of the Vir- 
ginia Dare Philadelphia Office and 
has two of his sons associated with 
him. Mr. Heritage, formerly Sec- 
retary, has been Southeastern Divi- 
Sales Manager from his 
headquarters in Miami. 

Henry A. 
Assistant 


sional 

Secretary Kellerhals, 
previously Vice - Presi- 
dent, has been with the company 
He will con- 
tinue as Manager of the Beverage 
Division. 


for twenty-five years 


Fred A. Abrahamsen, now Assis- 
tant Treasurer, was formerly As- 


sistant Secretary. 


Pepsi-Cola Company 


Appointment of Stephen L. Gal- 
vin as Director of Research of the 
Pepsi-Cola Company was announced 
recently by Alfred N. Steele, presi- 
dent 


STEPHEN L. GALVIN 





Mr. Galvin, a 35-year-old scien- 
tist who has specialized in the de- 
velopment and processing of foods 
and beverages for more than 12 


May, 1951 


Extracts * 


years, will equip and staff a re- 
search laboratory at the company’s 
Long Island City (N. Y.) plant 
Richard J. Ritchie, who has retired 
as director of the company’s Chemi- 
cal Department, has been retained 
to continue contributing his ser- 
vices in an advisory capacity. 

Pepsi-Cola also announced that 
E. B. Loughlin, Sr., who retired re- 
cently as an active officer of the 
company, has been retained as a 
special consultant to its sales divi- 
sions. His service with the com- 
pany has included managership of 
the syrup division and posts as as- 
sistant vice-president and_ vice- 
president. 


Towmotor Corporation 


Lester M. Sears, founder and 
president of Towmotor Corpora- 
tion, Cleveland, since its establish- 
ment, has recently been elevated to 
chairman of the company’s board 
of directors. 

C. Edgar Smith, executive vice- 
president, who joined the company 
in 1941 as sales manager, was 
elected president to succeed Mr. 
Sears. 

Mr. Sears, who will remain active 
in the management, established the 


company with his father in 1919 
A few years later the company de- 
veloped the fork lift truck, which 
is now the principal Towmotor 
product. 

Towmotor also announced that 
Robert L. Fairbank, for 18 years 
with Firestone Tire and Rubber 
Company, is joining the company 
as sales manager. 


Dr. Pepper Co. 


The board of directors of the 
Dr. Pepper Company has elected 
Clarence L. Callaway vice-president 


Cc. L. CALLAWAY 





and general manager of company- 
owned plants. He was previously in 
charge of company-owned bottling 


L. M. SEARS, C. E. SMITH. R. L. FAIRBANK 











Ginger “tle Flavors | BROMINATED VEGETABLE OILS 


— FEATURING — HIGH AND LOW GRAVITIES 


Mo WE memere A. 
——_—_—_—_——— KOLA CONCENTRATE #4382 
A Full Line of Distinctive Extracts eo 


Superior Flavor 


and Concentrates Samples and Prices on Request 


THEALL & PILE, Inc. DOMINION PRODUCTS, INC. 


297 Pearl St. New York 7, N. Y. 10-40 44th DRIVE L. |. CITY 1, N.Y. 























plant operations at Dallas, Waco, 
and San Angelo, Texas 

Mr. Callaway joined the Dr. Pep- As an added effort to render 
per Company in 1949 as a zone man- greater service to bottler-customers 


Orange Crush Co. 


ager. A year later he was placed . of the Orange-Crush Company, Chi- 
in charge of Dr. Pepper Company- cago, R. M. Horsey, Executive Vice- 
owned plants and has been direct- President, has made two important 
ing these operations most success- 
fully 
Dr. Pepper also announced the : , 
PI J. V. Fort has been named Assis- 
recent appointments of Lyman j : 
Kempton and Wayne Mills as zone tant Sales Manager, and Alden Fork 
managers HEADS DIVERSEY DIVISION has been appointed Assistant to 
H. B. Conrad, formerly assistant the Sales Manager 
to the manager of The Diversey 
Corporation's Southwestern Divi- 
sion in Kansas City, has been uP ; 
promoted to manager. Mr. Conrad Dad’s Root Beer Company 
brings to his new assignment a ; 
broad background of sales with Dad’s Root Beer Company, Chi- 
192 He joined the firm in .cago, has announced the appoint- 
ment of Philip T. Ballou as Assis- 
Continental Can Co. tant National Sales Manager of the 
General Lucius D. Clay returned Bottling Division. 
to his position as chairman of the 
board of Continental Can Company 
April 2, after four months’ service 
as special assistant to Charles E. a aesntes aii Wii Mita Cie 
Mort H. Bogie has been named Wilson, director of the Office of Manager and Division Manager for 
sales and franchise division rep- 
resentative of the B-1 Beverage , , por aes a : ae 
Co. St. Louis. G. R. Fitzgerald. General Clay was granted a part- age companies, Mr. Ballou estimates 
sales director, has announced. time leave of absence by the com- he has contacted over 2,000 bottling 


= cnces ae aete in pany’s board of directors last De- firms. He will make his headquar- 


25 years. cember. ters in Dad’s main Chicago office. 


staff changes in the sales organiza- 
tion of the Bottling Division. 














Mr. Ballou brings to his new po- 
sition 16 years’ experience in the 
beverage business. As General Sales 


Defense Mobilization some of the country’s largest bever- 








“ \ | 4 va 
— MIGHTY MIDGETS 


FIGHT INFANTILE PARALYSIS 


JOIN 


Your BOTTLE in MINIATURE will boost sales and be your 
best advertisement. Made up in exact duplicate to YOUR THE MARCH OF 
bottle and label, they are ideal as favors to customers, visi- 

tors, distributors and dealers. A low-priced advertising nov- 


elty. Contents non-alcoholic. . D I M E S 


Write for samples 


wenreeonmme BILL'S sreciacty mr. co. 


sired quantities. 433 N. 2nd ST. MILWAUKEE, WIS. 
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CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 

ON CLASSIFIED ADVERTISING 
e For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word. 

@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 
e All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 
@ Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 

NATIONAL BOTTLERS’ 

GAZETTE 

80 Broad Street, New York 4, N. Y. 




















FOR SALE 


Business Opportunities, Bottling 


FOR SALE 


BOX 4 

FOR SALE 
ed in IMS 
W 


rn) 


FOR SALE 


FOR SALE 
CENT BOT 
‘ 3, Pa 


FOR SALE 
Ae 1h 


¥) cpl 


May, 1951 


Establishments 


SPECIAL 
ANNOUNCEMENTS 


BOTTLERS’ TRADING POST 


WE BUY - SELL - EXCHANGE 


BOTTLES 


5000 gr. 7 oz. amber exports in fibre 
cartons, for 

1000 gr. 24/7 oz. amber "White Rock 
splits in fibre cartons. 

1000 full depth cases 7 oz. flint sodas. 

200 gr. tall 7'/2 oz. flint sodas. 

0 gr. 12 oz. flint Pepsi type bottles. 
10000 cases 8 oz. A.C.L. semi-steinie, 
practically new. 

1000 ett depth cases 32 oz. emerald 

green. 





MACHINERY 


12 spout Red Diamond Filler with a 
ully automatic, 6 wide, Sturdy Bilt. 

S.S. Tanks 100-400 gal. capacity. 

500 gai. Cem Saturator. 

5 ton York Water Cooler, 2 yrs. old. 

4 wide Red Diamond, 2 comp, Super 


Kleen. 
Check with our Equipment Dept. for 
real savings. 








AIDMON BOTTLE & SUPPLY CO., INC 


7615 Jrd AVE BROOKLYN 9, N.Y. 
BEACHVIEW 68.3450 


200,000 Pp 





iT IS INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample te 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. 


Chicago 10, Ill. 





Chartes S JACOBOWITZ @. 


JO7) MAIN STREET BUFFALO 14, N. 7 AMMERST 2100 


3 MOJONNIER CARBO - COOLERS 
FOR SALE! 


3 Coolers: 5, 20, and 40 HP. Each one of 

which has been used less than two years 

since new! Complete. Immediate delivery. 

Priced attractively! 

Also—1 Potter & Rayfield 10 HP cooling 
unit; used less than two years. 
1 Liquid Model 901 stainless cooler 
with Carrier Compressor and Red 
Diamond stainless carbonator, all 
mounted on one base; miscellaneous 
other coolers priced from $400 and 





up 

Now is the time for you to install late 
model refrigeration equipment in order that 
you can a cool and carbonate your 
water—t assuring a better finish 
roduct. 

e are headquarters for coolers, as well 
as all other bottling equipment. What have 
you for sale? 


Sewing American Industry for over 30 Years 


j cooler and 10 h.p. Freon 7 
head Liquid beverage mixer, $800; 2 122 





CLASSIFIED 
ADVERTISING 


FOR SALE ’epsi-Cola plant in Midwest; 1 

ational fr hise, fast growing region with 

and $1.2) market; Liquid line 
out filler; priced 


with 1 year 
K. Z., BOX 


odes SALE 


6O ca 
2 301,000) | ! 


ae 


FOR SALE e 2 ¢ mplete 
ttles ar se 2 ton Dodge truck 
offer; will cheat | 
t n accour f health MRS MARY 
WOOLY, 910 rt Mair Ba 


wi Tex 


FOR SALE 1 
pout plant will nsider par tne 
inity nsn 


PHILIP DeRONDE. M 








FOR SALE 


Machinery, Apparatus, 


Materials, Bottles, Boxes 





FOR gay Po ga oe 500 gross emerald 
green 6 acity; color 1 ottles.— 
( 101 DEN. AG E PREV CO., INC., Akron 6, Ohio. 


FOR SALE 5-comy 24 wide pint Meyer 
1 er, used less I veriect condi- 


in 
BOX 4174.—5.-1, 


FOR SALE Meyer Dumore 12-wide, 3-compt. 
washer 1 end plit and pints; immediate 
delivery DR: PEPPER BOTT. CO., Lynchburg, 
Va 5.-1 


FOR SALE Master filler, type G 
1950 model in use 3 m« 1 Liquid « arbonator ; 
good shape 1 electric ager gas carbonic heater; 
ly new; plant and sirup roc m equipment ; 
€ tank and mixing cro 
400 gr. new Old Colony be 
4 steel drink bodies 4 


ases 1 e $ wide in gooc 
conditior THE HALIFAX. ‘ORA — ERI SH 
1 


BOTT. CO., South Boston, Va 


FOR SALE.—Complete line of replacement 
parts of Shields filling machines; also rebuilt one 
and two head hand feed mac mae s and 1 head 
automatics.—M WATKIN 1210 Prospect 
St., Castle Shannon, Pittsburgh “he, Pa,—3.-6. 


FOR SALE.-—-2 160” beverage truck 
national 147 with Herman closed body 
1; 2 Chevrolet 1948 with open | 


| t 
Hermar ody condition 
t 


g priced 
write or call GRAPETTE BOTT 
Oshk Wise 5.-1 


FOR SALE.—-1948 Diamond T 2 
Fruehauf 26 ft. semi trailers; custom. Papi te 
carry 784 stanc 17Up % depth « us july 
ment in exce ondition.—SEV E N 'p BOT i 
CO., Oshkosh, 5-1 


FOR SALE.—250 g.r 
carbonator, $400; 


h. Liquid Red Diamond 
Liquid Instantaneous | water 
compressor, WO; 15 

2? case 
beverage bodies for 


»z. $75.00 ea. 
PER BOTT. CO., ndria, La.—% 








FOR SALE | 
CLASSIFIED 400-gr. 8-oz. attractive flint sodas "ACL" Red Wine | CLASSIFIED 
ADVERTISING ero §=—-s ADVERTISING 


cartons | 
10,000 cases, 24/7-oz. flint sodas, ACL “Joe Louis” 
400-gr. 7-oz. flint stippled, lettered Bob Davis’ 
800-gr. 7-0z. emerald green "ACL" water shape : ‘ : 
FOR SALE. taint SaGh TARe Ware LhSy 1000 cases 24/6!/2-oz. flint sodas, one brand Ph SALE 
ee were volt G0 cycle | 10,000 cases 6/64 oz. amber steinie bottles sae tas ; 
ngle 4 y t Will buy your surplus bottles GRAPET 
siphons - crowns ar 
HEADQUARTERS FOR BOTTLE BARGAINS! . ae nas ae geo 2 hyp Be Boe 
1. BASKOWITZ BOTTLE CO., Inc. ¢ se f \ AMERICAN SODA 
1301 Grand Street Brooklyn 6, N. Y. W ‘ Se R CO 32 nn Ave., St. Louis 4, Mo 


TURY FENCE COMPANY 
W 4.-2 





FOR SALE.—( 
“FOR SALE.—D&L 
now in use and in g i 
ame make arger equipme 
RED ROCK BOTT. CO., 


epee ie: FOR SALE.—Large quantity of 32-0z. emerald 
FOR SALE.—| S-head mixe ; ee ee eee eee eee 
D&L 12 wide double end Hydro 1 We Will Buy At Any Point Sy ee ee Oe tn 

Any Quantity of Emptied 10-Gelion Grapette, _ — 

Double-Cola, and Pepsi-Cola Metal Cans; : 

and Also Wooden Kegs, Barrels and Steel | FOR SALE.—I 

Drums. filler, crowner, siru 


BUCKEYE COOPERAGE CoO. equipment; 1 
3803 Orange Ave. Cleveland 15, Ohio | \\.ch51 








FOR SALE 
FOR SALE tin I 
1.000 1 oO 

i Oth 





FOR SALE \ tivends ar 7 Rou a ee 


FER BO BOX 190, Beckley, W. Va FOR SALE | OP Rokr. CN 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with - 
private ACL; 2,000 ca flint, 10-02. capacity, private 
P i ACL, tall sodas packed 24 to full depth shell; 1,000 
FOR SALE.—15 Mills cup machines, used; at | cases 32-02. eapacity flint quarts with private ACL,| FOR SALE.—2 I 
@ Sasrince price * OCA-COLA BOTT. WKS., | packed 12 to full depth shell; 1,000 cases tall, 12-02. | | 1 Universal wa 
1527 Church Nashville, Tenn ett capacity, flint, plain sodas initialed on shoulder; one ‘ ( iva 
. earload 7-ounce capacity tall, flint sodas with private | AMERICAN BOTT 
ACL; 300 gross 6-oz. capacity ACL Chero bottles. Bridgeport, Conn.—5 
OR SALE.—2 M Dix 2 OO.00 « 


) 120 ©.4 er $3.000.00- ( ) SIGNER BOTTLE SUPPLY CO. 
$500.00 terr treating tem Cincinnati 14, Ohio 


b 
1 | 
GRAPI rE BOT 
M .-2 


FOR SALE All 
r ge t 4S 
McKERCHER, 1019 12t 
oO §.-1 





FOR SALE FOR SALE.—5.000 cases 7 
n A-l 14 t 


weig ttle 1 sel Yr 
ERS, 2301 
l 


t euls “ 
sit (Ak ( \ BOTTI 
man Ave., Indianap Ir 5 





ALWAYS BUYING _ ,.!28 88 209 
Soda Water Tanks—Block Tin Tubing — Beaver pac 2 


Syphon Tops. Get Our Prices First! w pressure filler, oa ult be gatt 


» RELIANCE LEAD SOLDER & BABBITT CO, INC. 2.00500" sOhSuyAN SMS: 


pee bag Bn ie; a yt, cry g 399 Genesee St. Buffalo 4, N. Y. ere —o 





FOR SALE.—Liqu 
: plits to q 1H 
FOR SALE 169.2 va Lifetime Mag e $2,000 | tid 
ee ae ee oe 

STREATOR COCA-COLA BOTT. WKS 

a 5.-1 


nat 





FOR SALE.—20” dia. style I.S.R.H. Inf 
pressure filter 1 « ne mfp to available 
STREATOR COCA-COLA BOTTI CONSULTANT 
stor, INL—5.-1 , _ 
‘ Preparation and Production of Carbonated Beverages 
FOR SALE—12-spout oa a Leading U.S. A. and Foreign Manufacturers 
sal. per hr. Refinite continuous water tre erved. FOR SALE.—Baker compress: 
»,P. & R. 250 gph instantaneous water cooler DR. FREDERICK H. POLLACK é lers, vertically, fully enclosed; Larkin water 
$ months, 300 g.1 Red mond r cooler Model 2158S complete h stainless steel 
SEVEN-UP BOTT. ¢ I Lorree Laboratories | storage tank; available April 25th—STREATOR 
1 Boulevard Leng istend City, N.Y. COCA-COLA BOTT. WKS., Streator, IllL—5.-1 








8-28 Astoria 





National Bottlers’ Gazette 








FOR SALE. 
Dumore washer; 12-h 
mis-Manning water 
Worl d Rotary 
cum ing t 
45° 
and 6 
dition 
457.—3. 


VEHI 


FOR SALE 200-ga 


$200. 
1. BOX 


FOR SALE 
4 lane left hand 
parts; new 1941; 
weatherproof rm 
reasonable K 


FOR SALE 
new. $2.000 


sun Mille H 


$200 


FALO ROCK BO 


FOR peo 
siruper 
1,000 
head I 


40-sy 


FOR SAL E 


wide 
5.0) —MA 
y, Ft. Wayne 2 


FOR eo Liquid 


filler and cr er; Sw 


Kendal 
tanks ;2 “100-gal st 
abeler other 
very reasonably 
ust 


ve.—K 


cach 16.6.—MOXIE. 
PARK, N. J., Neptune 
FOR SALE. 


FOR SALE 
ght gla ™) 


FOR SALE.—-1 
tle 1 name k ew 
ile. per ca PARK 

nm St.. P 


Sha amax 


FOR 


SALE 


machine "PEPSICO! 
Main St., Batavia \ 


May, 1951 


MEE Be 
nd 


2c Superkleen 
fetime stainl 
beverage 


adelpt 
I 


20-spou 


s water polisher; 

CCS rotary ac- 

) turns and one 

zal. stainless steel tank, 
filter; first class con- 


I., BOX 


BOTT. 


packer, 
of change 
phase 


pressure 
1 crowner, 
carbonator; 20 
” Permutit water 
lid roller case 


wT. coO., & 


Red Diamond 24 spout 

washer; 500 
onator; 16 head 
bler; 2 60-gal. stain 
ai tanks; Liquid aut 
miscellaneous equipment; 
inquiry for any of the 


j., BOX 458.—3.-1 


t 


S$ car 


OTT! 
N. J 


200 cases t 


amp ) equest sking 
WAY BOTT 1014 
1 25, P D 


spout 
new type 
being placed with larger 
\ BOTT co., 319 W 


5. 





FIRSTENBERG’S 


SPRING SPECIALS 


FACTORY 
REBUILT 
GUARANTEED 


Bottling Equipment with Savings 
Up to 50% 


We still have a complete 
stock of good, modern, fac- 
tory rebuilt machinery, IN- 
CLUDING such desirable 
items as: 


24 spout Liquid Red Diamond Filler & 
Crowner 


2-24" Loomis Manning Water Filters 
4W2C Meyer Dumore Washer 
20 spout CEM Filler & Crowner 


250 GPH Red Diamond Stainless Car- 
bonator 


Dixie Model "F" Automatic Filler 
12W4C Meyer Dumore Washer 

6 DISC STAR SYRUP FILTER 

2-30" Permutit Water Fiiters 

12-Head Cem Mixer 

World Rotary B-N-F Automatic Labeler 
40 spout CEM Filler & Crowner 

8WOQ2C Liquid Superkleen Washer 

6 wide Heil Automatic Washer 
Kwick-Kleen Water Filter 

© 24 spout CEM Filler & Crowner 
250-1000 GPH CEM Saturators 

40 spout Liquid Low Pressure Filler 
8WO2C Meyer Dumore Washer 

5 HP Frigidaire Water Cooling System 
16 spout Meyer Dumore Filler & Crowner 
28 CEM Filler & Crowner 

Liquid "O & J" Automatic Labeler 

16 head Miller Kendall Tumbler 

120 CPH Sturdy-Built Automatic Washer 
4W2C Liquid Superkleen Washer 


500 GPH Liquid Lifetime Stainless Car- 
bonator 


1000 GPH Liquid Recirculating Stainless 
Carbonator 


® 20 head Liquid Tumbler 


Send your inquiries with no 

obligation to you and ask for 

our ''General Catalog No. 
11049." 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO. INC. 


301-307 Powell St., Brooklyn 12, New York 





FOR SALE Model — 12-wide 


iker; S-wide b 


single end 
ttle washer, 180 cs 
“Re tary crowner; 1 24 
Purifier with 1 24-inch 

accumulating table; 


stee tS frame 
dies 


Ss equipment in gc 
ately available write 
910 rant Blidg., 


Atlanta, 


$204). ; 


S100. ; 
tly ed sit up filter, 5 
FREDONIA BOTT 
ia, N. ¥ 


Bice SALE. Burns : 
ce feed with 1 “table, 
t r, 25 '; Century washer, 
above equipment in very 
nquire ‘FREEMAN'S BEVGS., 
+ 4 


610-46 20 Oriskany — Utica, N. Y.—5.-L. 


FOR SALE. — Complete plant mas 

n nelu Lille sher, Shields 

2) gal, 

al. cro¢d 

" rain rsuble nk, heater $1,000, 

LAND O'LAKES BOT! polis, 
o.-| 


FOR SALE 14m) ACL, stemic 
la B&B carhx 


nator, 300-gal. per 


vagulator 


with « 
"BOTT co., 17 
l 


“WHITE 


ewark 


EAGLE 


FOR SALE 


max 
) write regardin 
these irgains; tele 5-8000.—TH 
FILTER PAPER Michigan Ave, 
( ago 16, IlL—d.-1 


and 
2 ph 
32 


FOR SALE.—Model 2 rbo Cooler 
t#x4-l10 HP ammonia cor sssor cap. 250 
temperature rang {H 36 for Cem 28 o 
pout vailable upon installation of 
larger ler pprox. | » 1.—COCA-COLA 
BOTT. ¢ , Forest (¢ ; 2 


FOR SALE brand 
ul er with 
( ANADA DRY 
Albar Y 5 


new SpaCarb, 4 
coin changer $100. 
BOTT. CO., 815 
l 


flavor 
discount.— 


Central Ave., 


FOR SALE.—Model C shop rebuilt Dixie com- 
plete with new acromatic siruper, new motor, new 
variable speed drive, new ac mye notes dial, 
chrome plate b. alance tank, water 
chine equal to new; price $1, 500 BOTTI E RS 
SERVICE & SUP P L f CO., Minneapolis, Minn. 

3.-6. . 


FOR SALE 


jual wheels, wit deck 


m9 1 ton 
bever 


leage; will 


International truck; 
ody 


m inquire 


vOR SAL E.—3,000 half depth, 12 bottle wooden 
‘ i condition, painted and lettered Mason's 
Re ot Bee PEPSI-COLA BOTT. CO. of Miami, 
Miami 5.-1 


FOR SALE.—1 Meyer Dumore Jr 
1 new Mojonnier carbo cooler, type 
use Cem saturator, 
*.3 pressure filter 
) purit fer, 400 gpl 
200 gpl 


r Gearhead moto 
er for above equipment wil 

BOTT. CO., 1120 
M <2 











WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—12 Barq _ bottles; 
new or used; plain or AC _ BARO BOTT co., 
520 E. Sth St., Cincinnati, O.—1.-6 
ba BUY.— to 6) feet of con- 

4 rne rm; write—RED 


WANTED 


veyor t r 
ROCK BOTT. co Will 


WANTED TO BUY 
pring N 1 ¢ 


bottle ne 
SPERNAK 
ga i, Pa 


WANTED TO BUY 


WANTED TO BUY 


WANTED TO BuY z 


( PANADA DRY 


WANTED TO BUY 


WANTED TO 
t 24 24 
t 1.008) 

\ 


BUY 


WANTED TO BUY 


n 





HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED 


pment, Me 





IMMEDIATE DELIVERY —LOW PRICES 


New Stainless Steel Tanks, from 50- to 1,000-gallon 

eapaeity. 

1 Complete 28-spout CEM line, 2% 
splits, pints, and quarts 

1 24-spout Liquid Low Pressure, 


years old, for 


adaptable to three 


. from «splits to 12-02 


Potter & Rayfield Cooler, 250 gallons per hour 
Mojonnier Carbo-Cooler, 20-10n capacity, 2% 
old 

24-spout Red Diamond Filler; 8-wide Liquid Washer, 
with Potter & Rayfield Cooler—pints only 

Jumbo Model “E” 6-head Crowner, like new 
Stationary Accumulating Tables, motor driven. 
4-wide Meyer-Dumore Washer, splits to quarts. 
Complete 50-case-per-hour bottling plant, consisting 
of Burns Filler, D & L Washer, Liquid Carbonator, 
Ermold Labeller, syrup filters and 2 stainless steel 


years 


right “and left-hand, 
attachments for 


Ermold Labellers, 
with labelling 
quarts. 
CEM Model “B”™ Saturator, 
Eleetric-eye Productometers. 
Durant Bottle Productometers 
Several sets of Water Fihers, Permutit and Interna- 
tional, from 500 to 1,000 gallons per hour. 
All equipment owned by us. Tell us your requirements 
What do you have to sell? 


PHILADELPHIA MACHINERY COMPANY 
3034 N. Boudinot St., Phila., Pa. 


late models, 


J-oz., l2-o2z., and 


1,000 gallons per hour 


FOR SALE 


1500—Single Shell Stee! Quarters 
2000—Lee Stee! Half Barrels, 1947" s, 48's, 49's. 
15000—Wooden Export Cases, paper partitions. 
1500—Aluminum Half Barrels. 
1—Ermold 8 wide Labeler. 
3—World Labelers, qts. & pts. In operation at 
present time. Can be inspected. 
500—Gross 7 oz. Brown Export Bottles. 
1—12 mide Soaker, qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY | 


134 S. Second Street Reading, Pa. 








Buy — Sell— Exchange 
BOTTLES—SUPPLIES 


M. WALSH 
8201 4th Ave. Brooklyn, N. Y. 
SH 5-5856 





portunity.—AT 








CITRIC ACID 
TARTARIC ACID 
POWDERED LEMON JUICE 


BENTON-LEE CORP. 
109 Cook St. Brooklyn 6, N. Y. 














FOR SALE 


1—Manton Gaulin Homogenizer No. 
less steel, pract. new. 


1—Infilco 12°' dia. Filter with 12'' Hydrodarco Puri- 
fier, pract. new. 


1—Liquid Washer, 8-Wide, 3-Comp. 9ts. 
1—Meyer Washer, 8-Wide, 3-Comp. Ots. 
1—Liquid Washer, 16-Wide, Ots. 

1—Yundt No. 25 Automatic Torpedo Pasteurizer 
4—Liquid and O & J Rotary Duplex Labelers. 
3—Ammonia Compressors: 9x9, 7'/2x7'/2, 6x6 
6—Stainiess Stee! Tanks, 500 Gal. 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, 


125 CGD, stain- 


Penna. 








FOR SALE 


600 gross of new Dew bottles. 


1400 cases used Dew Bottles in two dozen 
‘2 depth cases. 


800 cases used Emerald Green Hi Spot 
bottles packed 28 bottles in 2 depth 
cases. 


75 gross new Hi Spot Emerald Green bot- 
tiles packed '/2 gross in original cartons 
from factory. 


R. PELTZMAN BOTTLE CO. 
1721 Holmes, Kansas City, Mo. 


HELP WANTED.— Mechanic; 
labelling machines of all makes; 
edge on other types of bottling equipment; steady 
employment; state age and experience; location 
N. Y. C.—K. F., BOX 454.—3.-1. 


HELP WANTED.—Salesmen; 
flavor house wants 
England es 


experienced on 
also some knowl- 


new progressive 
representation, all but New 
severe opecia cial feme; toed oO 

ANTIC Ne. 
134 Fulton St., 13, {ia 4 ly 


“ieee 


HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—ESSENTIAL PRODUCTS 
CO., INC., 5@ Fulton St., N. Y. C.—8.-tf. 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


WORK WANTED.—Productior Manager; ex 
erienced operator Liquid equipment and several 

reasonable ce Cem equip- 
making and 
production quality 


exper 
knowledge sirup 
experience i 


nt; d 
1., BOX 443 


WORK WANTED Positior 
semen haley 15 years experience i 
have outstanding record 
horough knowledge 
OSItion 


E ngineerit 
rttling 
s posi tor 
naintenance, opera 
sales experier 
bi-lingual sect 
6.1 


Baap WAN TED. 


| services 








MISCEL LANEOUS 
listributorship in large ic 
1 LOO) cases 
roduct bottled P price 
t be sold 
, BOX 486 


Se anes eoeen 


tory service tk 


research lab- 
ate manufacturer 
research laboratory 
in ingre sion analyses and development 
and new soft drinks and concentrz ates; 
flavors; will also require laboratory's 
$ verifying quality of raw materials; 
giving full details and charges to—K. U., 
1 


BOX 469 


Requires 
mcentr 
services 0 ved 


MISCELLANEOUS War = Canadian 
ottle formulas to os anufactt hi pwn ex 
tracts; cream soda, root beer, cherry, etc., con 


fidential a 3 BOX 167 4.-1 


} 








Ih LLLLLLALALLAAAD Dis 


Why Pay High Prices for CITRIC ACID 
WHEN YOU CAN USE 


Dr. Weber’s ACIDIFIER 
| LB. OF ACIDIFIER EQUALS 
| LB. CITRIC ACID 
Use '/2 fluid ounce to replace | ounce 50% 
Citric Acid 
Price 24c Ib. 
F.0.B. New York 


TORRE PRODUCTS CO., INC. 
52 Wooster St., New York City 
Telephone CAnal 6-7336 


POSS OCS 


Solution. in barrels 








126 
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G2 3S 


FOR TASTE IMPROVEMENT... 


Va ENGLANDERS 100, 729/0/ Ve 


with 


PFIZER ACIDULANTS 


From Cape Cod to the Golden Gate, Pfizer Quality Acidu- 








lants are country-wide favorites for improving the taste 
of fruit-flavored beverages. “Treated” this way, even the 
best flavors get a taste-tingling lift. What’s more, free- 
flowing, non-caking Pfizer Acidulants dissolve f-a-s-t... 
help you speed production ...cut costs... give you even 
acidulation every time. 














2.9 Ml 


PATER 


ANHYDROUS CITRIC ACID + CITRIC ACID 


* TARTARIC ACID + SODIUM CITRATE + J. OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., IN 
Cc , BROOKLYN 6, N.Y; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL 


630 FLUSHING AVE 
; 605 THIRD ST., SAN FRANCISCO 7, CALIF 





OF DOLLARS 
SENSE 


sted in 
your brand 
competition 
1+ ‘1 a0 | nee ¢ 
its just good sense tf 


money. Look for 


. Ginger character from blended types 


. Freedom from ginger terpenes which 
turn “woody” or stale 


. Pure, terpeneless citrus flavors for 
bouquet. 


. Harmonious balance of ginger and 
bouquet. 


.Cost per case that lets you make a 
living. 


You get all these features and more when you 


select from America’s Foremost Line of 


4 f- 


foole «Jenks 


JACKSON, MICHIGAN 





